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This paper studies the buying behaviour in the Hong
Kong polystyrene market. The present state of the market
is examined, with particular emphasis on marketing
practices.
Studies on organizational buying behaviour are
limited. This research does not aim to verify any model
or theory. Instead the concepts in various models and
theories are adopted. The methodology is modified from
Rowland T. Moriarty, whose method was proven effective in
collecting a large body of data.
The research was administered through mail
questionnaires. Respondents come. from different
industrial sectors, sizes of companies and various
management levels. Data collected include roles of the
buyer during the buying decision, evoked sets of suppliers
and brands, the importance of information sources and
opinions of others, personal factors, and selection
criteria.
The findings reveal that there are significant
differences in buying behaviour with respect to various
market segments. In addition to the traditional
approach, respondents are segmented according to the
benefits they seek. The major benefit segments are
identified and their characteristics are compared.
3
On the whole, the research provides insights about
buying behaviour in the market. Based on the analyses,
marketers and salesmen can set appropriate marketing
strategies targeted for particular market segments.
4TABLE OF CONTENTS
ABSTRACT ii
TABLE OF CONTENTS iv
LIST OF ILLUSTRATIONS vi




I. INTRODUCTION AND OBJECTIVES OF RESEARCH 1
II. HONG KONG POLYSTYRENE MARKET 4
Marketing Polystyrene in Hong Kong 5
Types of Customers 5
Segmentation by Mode of Operation 5
Segmentation by Industrial Sectors 7













Webster and Wind's General Model of
18Organisational Behaviour
The Industrial Market-Response Model 20
22IV. METHODOLOGY
23Moriarty's Findings and Method
Research on the. Hong Kong Polystyrene Market 24




29Sampling Plan and Data Collection
V. RESULTS OF DATA COLLECTION AND ANALYSES 32
33Statistics about Respondents
Statistics about Respondents' Companies 34
38Data Analyses
5
Analysis with Respect to Industrial Sectors 39
Importance of Buyer's Role During
the Decision Process 39
Importance of Others' Opinions 40
Evoked Sets of Suppliers and Brands 41
Importance of Information Sources 41
Importance of Personal Factors 43
Criteria for Selecting a Supplier 43
Analysis with Respect to Consumption Volume 47
Importance of Buyer's Role During
the Decision Process 47
Importance of Others' Opinions 48
Evoked Sets of Suppliers and Brands 49
Importance of Information Sources 50
Importance of Personal Factors 50
Criteria for Selecting a supplier 51
Analysis with Respect to Management Levels 54
Importance of Buyer's Role During
the Decision Process 54
Importance of Others' Opinions 54
Evoked Sets of Suppliers and Brands 55
Importance of Information Sources 56
Importance of Personal Factors 57
Criteria for Selecting a Supplier 58
Benefit Segmentation 60
VI. LIMITATIONS OF THE RESEARCH AND SUGGESTIONS
FOR FUTURE STUDIES 66
Limitations of the Research 66
Suggestions for Future Studies 68
VII. DISCUSSION AND PRACTICAL APPLICATION OF
71RESEARCH FINDINGS
71Discussion
Practical Application of Research Findings 72
Marketing Objectives of Dow 74
Prioritizing and Selecting the Industrial
76Sectors
Prioritizing and Selecting Segments by
77Consumption Volume
Prioritizing and Selecting the Benefit
77Segments





A. Cover Letter- Version 1 (English) 80
B. Cover Letter- Version 1 (Chinese) 82
84C. Cover Letter- Version 2 (English)
D. Cover Letter- Version 2 (Chinese) 86
88E. Questionnaire (English)
97F. Questionnaire (Chinese)





5.1 Dendrogram Showing the Result of
Cluster Analysis 61
7.1 Process in Selecting Target Market Segments 73
7Table
2.1 Segmentation of Factories by Size 10
3.1 The Buyclass Model 17
203.2 Roles in a Buying Centre
32Results of Data Collection5.1
33Management Levels of All Respondents5.2
34Industrial Sectors of Respondents' Companies5.3
35Price Ranges Charged to Customers5.4
36Major Supplier of the End-Users5.5
36Number of Suppliers5.6
36Production Facilities in China5.7
37Total Number of Machines5.8
38Total Number of Employees5.9
38Average Monthly Consumption of Polystyrene.5.10
Importance of Buyer's Role During5.11
Decision Process- Respondents in
40Different Industrial Sectors
5.12 Importance of Others' Opinions- Respondents
41in Different Industrial Sectors
5.13 Evoked Sets of Suppliers and Brands
- Respondents in Different
42Industrial Sectors
5.14 Importance of Information Sources
- Respondents in Different
42Industrial Sectors
5.15 Importance of Personal Factors- Respondents
43in Different Industrial Sectors
5.16 Mean Determinancy Ratings of Criteria Used in




5.17 Top Ten Selection Criteria- Respondents
in Different Industrial Sectors...... 47
5.18 Importance of Buyer's Role During
Decision Process- Respondents from
Companies of Different Consumption Volume 48
5.19 Importance of Others' Opinions
- Respondents from Companies of
Different Consumption Volume 49
5.20 Evoked Sets of Suppliers and Brands
- Respondents from Companies of
Different Consumption Volume 49
5.21 Importance of Information Sources
- Respondents from Companies of
Different Consumption Volume 50
5.22 Importance of Personal Factors
- Respondents from Companies of
51Different Consumption Volume
5.23 Mean Determinancy Ratings of Criteria Used in
Selecting a Supplier- Respondents from
Companies of Different Consumption Volume 52
5.24 Top Ten Selection Criteria
- Respondents from Companies of
53Different Consumption Volume
5.25 Importance of Buyer's Role During
Decision Process- Respondents of
54Different Management Levels......
5.26 Importance of Others' Opinions- Respondents
55of Different Management Levels............
5.27 Evoked Sets of Suppliers and Brands -Respondents
of Different Management Levels.............. 56
5.28 Importance of Information Sources- Respondents
of Different Management Levels.............. 57
5.29 Importance of Personal Factors- Respondents
58of Different Management Levels............
5.30 Mean Determinancy Ratings of Criteria Used in
Selecting a Supplier- Respondents of
59Different Management Levels...............
5.31 Top Ten Selection Criteria- Respondents
. 60of Different Management Levels........
5.32 Segments Identified Using Different
62Similarity Levels...............
9
5.33 Characteristics of the Major Benefit Segments. 62
5.34 Mean Determinancy Ratings of Criteria Used in
Selecting a Supplier- Respondents in
Major Benefit Segments 63
5.35 Top Ten Selection Criteria- Respondents
in Major Benefit Segments............. 64
7.1 Features of Dow's Marketing Practices 76
G.1 Years of Experience of All Respondents 106
G.2 Sex of All Respondents................ 106
G.3 Marital Status of All Respondents...., 106
G.4 Educational Level of All Respondents 107
G.5 Age Groups of All Respondents......... 107
10
ACKNOWLEDGEMENTS
I wish to thank my advisor, Dr. Julie Yu, for her
valuable advice and comments given in the course of the
study.
I am grateful for the help and guidance provided by
my colleagues in Dow Chemical Pacific Limited:
Mr. Benson Chan, Mr. C.K. Chung, Mr. Terrence Ip,
Mr. Viraj K., Ms. Maria Lee, Mr. Albert Lui,
Mr. T.W. Ma, Mr. Tony Pang, Mr. Wallace Pak and
Ms. Rosa Yip.
My gratitude is also extended to Mr. David Chan and
Mr. 0. Kwok for their valuable views given in the
interviews.
I also thank Ms Agnes Chee, Teaching Assistant in the
Department of Marketing and International Business of the
Chinese University of Hong Kong, for her help on the
Chinese translation of the questionnaire and cover letter.
Finally, special thanks go to Ms. Brenda Mok for




Part of the information contained in this research
report is considered confidential. This report should not
be disclosed to the public without the permission of the
Three Year M.B.A. Programme of the Chinese University of
Hong Kong, Dow Chemical Pacific Limited or the author.
CHAPTER I
INTRODUCTION AND OBJECTIVES OF RESEARCH
The plastic conversion industry is one of the largest
industries in Hong Kong. Plastic parts are commonly found
around us in our daily lives. Television sets, radios,
cassette recorders, toys, kitchenwares, and household
appliances are common applications. Of a large variety of
plastic materials, polystyrene is commonly used in
different industrial sectors, e.g., electronics, toys,
stationery, gift items, and many others.
The reason for the wide adoption of polystyrene is
partly due to its relatively cheap price and partly due to
its properties, which are acceptable for general purpose
applications. Many people recognize polystyrene as a type
of commodity, just like most agricultural products. In
order to compete in the market, they think that price is
the determining factor. They argue that end-users would
only buy the product at the lowest possible prices and
they would not care much for services or a long term
relationship. However, an industrial marketer should try
to differentiate its products from other brands in order
to establish a competitive edge. In fact, there are
variations in terms of product quality, services, and
company reputation in the present market situation.
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During the past two years, the polystyrene suppliers
have not had any difficulty selling their products due to
a worldwide shortage. Inferior grades could even be sold
at high prices. Most end-users were more concerned with
the availability of the products rather than their
quality. However, prices of polystyrene began to slide
down from August 1988 onward. In December 1988, the Hong
Kong market was flooded with materials originally intended
for the China market. From the beginning of this year,
the market prices slid down further due to a high volume
of imports.
The price of polystyrene fluctuates according to
supply and demand. The competition is very keen in the
local market. There were 36 members in the Hong Kong
Plastic Materials Suppliers Association in 1983. Many
small suppliers are not included in this association. In
addition to Dow's announcement to expand its polystyrene
capacity, an Italian company has announced its plan to
build a second polystyrene plant in Hong Kong. As Hong
Kong is a free port without import duty, competition
resulting from high volume imports is tremendous.
Thus to be a survivor in this increasingly
competitive market, a marketer has to understand buyer
behaviour thoroughly. He must differentiate the products
and services offered in order to gain a dominant share in
a particular market segment. Therefore the objectives of
this research project are to:
1. Identify differences in buying behaviour of
various market segments, especially the
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criteria in determining the selection of a
supplier,
2. Introduce benefit segmentation to supplement
traditional segmentation approach,
3. Apply the research findings practically to the•
local polystyrene market.
CHAPTER II
HONG KONG POLYSTYRENE MARKET
The development of the plastic conversion industry
can be traced back to the mid-1940s. At that time, very
primitive manual machines were used and only simple
products were manufactured. Now, in the 1980s, machines
are much more sophisticated and computer-controlled
machines are quite commonly used. The manufacturers can
produce a variety of products with fairly high quality.
High quality producers can produce precision parts which
are required for technological products.
Major raw materials for the plastic conversion
industry include polystyrene (PS), polyethylene (PE),
polyvinylchloride (PVC) and polypropylene (PP). Among
these four types of plastic materials, polystyrene
accounts for 34 percent (by weight) of their total imports
in 1988.
Two major types of polystyrene are, namely, general
purpose polystyrene (GPPS) and high impact polystyrene
(HIPS). General purpose grades are used in small plastic
parts which require transparency, gloss or rigidity. High
impact grades can produce parts which are tough enough to
resist high impact strength.
There are other less common grades. High heat GPPS
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or HIPS can withstand higher temperatures than ordinary
grades, and medium impact polystyrene is less tough than
ordinary high impact grades.
By the end of 1987, there were 5,718 plastic
factories in Hong Kong, employing 83,829 workers. Most of
the manufacturers utilize injection molding machines to
mold a variety of parts or housings for different
industries. Common applications of polystyrene include
plastic toys, housings or parts for electronic products
(radios, cassette recorders, etc.), computers, audio or
video cassettes, stationery, and gift items.
Marketing Polystyrene in Hong Kong
Types of Customers
There are no formal studies on the segmentation of
plastic factories in Hong Kong. However, in practice,
several methods are employed to facilitate the marketing
and sales activities.
Segmentation by mode of operation
Basically there are three types of factories with
respect to mode.of operation:
1. Independent molders,
2. Subsidiary factory molders,
3. Finished product manufacturers with internal
molding workshops.
The independent molders operate by themselves and
produce component plastic parts for other manufacturers.
Most of these molders are found in the electronics
6
industry.
The subsidiary factory molders supply plastic parts
to their parent companies. If they have spare capacity
they can seek outside business by themselves. This type
of molder is mainly found in the electronics field.
The finished product manufacturers have internal
divisions of molding workshops. Usually the molding
divisions supply the plastic parts for internal use only.
Moreover, the plastic contents constitute a large
percentage of the finished products so that the inclusion
of a plastic division is more economical than outside
contracting. This type of operation is very common in
sectors of toys, audio and video cassettes, stationery,
and gift items.
These three types of factories may have different
company policies, profit goals, or objectives which may
affect their buying behaviour. However, market
segmentation using this information as a criterion is not
readily applied in the Hong Kong polystyrene market. As
described above, the finished product manufacturers come
from various industrial sectors. Variations in production
requirements may become a significant factor in their
buying decision. Thus, most marketers would find
segmentation by industrial sector a better and more
convenient way than segmentation by mode of operation.
7
Segmentation by industrial sectors




(e.g. radios, cassette recorders, business
machines, hair dryers, television sets, etc.),
3. Cassettes sector,
(audio and video cassettes, microfloppy
diskettes, and compact disc boxes.),
4. Miscellaneous sector,
(e.g. stationery, gift items, housewares, etc.).
It is a common belief that molders of different
sectors behave somewhat differently in terms of product
requirements and price sensitivity. Generally, it is said
that the electronics/electrical molders require high
quality plastic raw materials which are approved by major
authorities like Underwriters Laboratory of the United
States or Canadian Standard Association of Canada.
Because of the stringent safety requirements, they do not
switch easily among different brands since only certain
brands are approved for the particular products concerned.
Moreover, applications to change to another brand would
require considerable periods of time and paper work which
most molders are not willing to take up. Another factor
which deters molders from purchasing inferior grades is
the fact that most of the plastic parts are complicated,
and consistency in dimensional precision, colour and
physical properties are required. Thus they are less
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price elastic than other sectors.
In the toys sector, although there are safety tests
like dropping tests and tests for poisonous chemicals,
there is no requirement to specify certain brands of
plastic raw materials. Most of the toys parts are simple
and requirements for dimensional stability and physical
properties are low. Most of the lower quality raw
materials can be used. Due to keen competition, the toy
manufacturers are very price elastic. A similar condition
exists in the cassettes sector, which produces very simple
products of audio and video cassette cases, microfloppy
diskettes, and compact disc boxes. The profitability of
this sector depends heavily on the rate of production, the
order size and the cost of plastic materials. Naturally
the manufacturers look for high flow materials to boost
their production rate. Also they switch to cheaper
materials very easily so long as these materials can
satisfy the minimum requirements. Thus they are also very
price elastic.
Exceptions to the above discussion are not rare.
Certain toy manufacturers insist on using consistently one
quality brand of polystyrene because of one or more
reasons listed below:
1. Their clients demand the use of high quality
materials.
2. They want to avoid the troubles due to adoption of
different brands, e.g., adjustment of machine
conditions, reformulation of colour pigments.
3. They think that the increase in scrap rate due to
9
the adoption of inferior materials would offset
the benefit of savings in cost. Moreover,
precious production time is lost.
4. The image of a quality producer is a concern.
5. They want to secure a reliable source of supply.
Segmentation by size
There are three dimensions in segmenting the market
by size. The three dimensions are the number of
employees, the number of machines, and the volume of
consumption of polystyrene. Customarily the polystyrene
marketers have just used volume of consumption as a
segmentation criterion. The other two dimensions may
sometimes lead to misleading interpretations. For
example, a typical toy manufacturer may employ more
workers than an independent electronics/electrical molder.
However it is not unusual that the toy manufacturer may
consume less plastic materials than the independent
electronics/electrical molder since quite a large
proportion of its workers are involved in assembly and
packaging jobs. For the dimension of machines, it would be
a good comparison if all the machines were identical. In
reality, this is not the case. It may be feasible to use
total production capacity for segmentation, if all the
molders were willing to disclose the relevant information.
However we should be aware that not all the machines are
for production using polystyrene. Nevertheless, the
dimensions of number of employees and machines would help
the marketers to understand more about the molders.
Conventionally, the molders can be classified into
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different types, based on the average monthly consumption
of polystyrene in metric tonnes as in Table 2.1.
Table 2.1
SEGMENTATION OF FACTORIES BY SIZE
Size Average monthly consumption of polystyrene
Very small 10 MT or below
Small 11 MT to 30 MT
Medium 31 MT to 75 MT
76 MT to 150 MTLarge
More than 150 MTVery Large
The major objective of this research is to find out
differences in buying behaviour with respect to different
segments of the market. The above describes the
traditional segmentation methods. This research
introduces another way of segmentation by the benefits
sought. Details will be presented in Chapter V and
VII.
Product
At present, only Dow has a local plant to produce
polystyrene. Last year Montedison, an Italian company,
announced that it would build a 75,000 tonnes polystyrene
plant in Yuen Long Industrial Estate. This plant would be
on stream by 1991. By that time the competition would
become more intense.
Other suppliers import the polystyrene materials from
various countries, including Brazil, Canada, France,
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Germany, Japan, South Korea, U.S.A., and U.S.S.R. These
imported materials are of different quality levels.
Regrind and offgrade materials are also imported. Well-
known manufacturers in the Hong Kong market are Asahi,
ATO, BASF, Denka, Dow, Lucky and Polysar.
Services
Technical services are not provided by any suppliers
except Dow, which has a local laboratory. If there are
problems with the materials most suppliers would just
compensate the customers by replacing them with no-defect
materials. However, problems may arise from improper
machine operation. For such cases, technical service is
helpful. Moreover, the technical people can update their
customers about new applications and product development,
as well as assist trials of new products.
Delivery
Because of the safety regulations and the high rent
for factory space, most molders do not stock much resin in
their factories. Most suppliers provide next-day delivery
services, allowing delivery lot size as small as half a
metric ton. Some suppliers would specify minimum order
size due to reasons of economy. Sometimes ex-ship
deliveries are arranged if warehouse space is insufficient
or the suppliers want to save warehousing costs. Besides,
trading houses or importers may arrange indent orders with
some end-users so that these suppliers avoid the
arrangements for warehouse space and delivery services.
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Company Reputation
Reliability and consistency in supply is a concern
when the end-user chooses a long-term supplier. During the
past two years, many end-users suffered a lot from the
global shortage. Either they did not have steady long-
term suppliers before the shortage, or their suppliers did
not give them support in allocation and reasonable
pricing. Some large suppliers have fair allocation and
pricing policies that they gain respect from the market.
Pricing
The price leader in the local market is Dow, which
has a dominant market share. Its prices are treated as a
reference point by all the competitors. During periods of
excess supply, the other suppliers try to undercut Dow's
prices in order to push the materials they have on hand.
But they would raise the prices above those of Dow when
there is a shortage. Suppliers normally do not offer
fixed price contracts for a long period, as the prices of
polystyrene resin may fluctuate a lot during that period.
In the shortage period of 1987 to 1988, the market price
of high impact polystyrene increased from HK$2.7 per pound
in early 1987 up to a high of HK$6.5 per pound and then
dropped to HK$5.2 per pound in March 1989. Therefore the
suppliers usually charge their customers with current
prices. If there are price increases, some suppliers may
allow their accounts to take certain quantities of resin
at old prices. Moreover, they use volume discounts, cash
discounts and better credit terms to attract more sales.
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Some people regard polystyrene as a commodity in that
buyers would purchase it from whomever charges the lowest
price. However, this may only apply to those
manufacturers who produce low quality products. This
research will optimally reveal whether price is the most
important factor in selecting a supplier and the product.
Promotion
Promotional activities are few in the marketing of
polystyrene in Hong Kong. Occasionally, some polystyrene
manufacturers or suppliers set up counters in plastics
trade shows. Their advertisements can sometimes be found
in trade magazines. Selling polystyrene is carried out
mainly by personal selling through salesmen.
Distribution Channels
Most of the imported polystyrene products are sold
through representative offices, agents, trading houses,
importers, distributors or dealers. Some overseas
polystyrene manufacturers have sales offices here to
handle direct sales to end-users.
Purchasing Management
Generally there are three major types of management
style in purchasing. The predominant style is the owner-
made purchase style. The owner makes the decision in
choosing particular products and suppliers. In the second
type, the owner employs one or two staff to look after
purchasing activities, but the final decision is still in
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the hands of the owner.
The third type involves a formal purchasing
department. The supervisor of the department or
individual purchasers for particular products have the
formal authority to buy. However, some owners may exert
so much influence that the actual decision makers are
still the owners.
CHAPTER III
MODELS OF ORGANIZATIONAL BUYING BEHAVIOUR
Organizational buying, as defined by Webster and
Wind, is the decision-making process by which formal
organizations establish the need for purchased products
and service, and identify, evaluate and choose among
alternative brands and suppliers.1 There are three types
of organizational markets: industrial markets, reseller
markets and government markets. In this research,
emphasis is placed on models related to the industrial
markets, in which the buyers buy goods and services to aid
their production processes.
Consumer marketers have spent a lot of effort to
study what makes the consumers buy. Theories and
researches are abundant in revealing the buying behaviour
with respect to various factors or characteristics of
different market segments. These theories and researches
give practical and useful insights to the consumer
marketers to set appropriate marketing strategies.
Four distinctive characteristics make industrial
1Webster, Frederick E. Jr., and Wind, Yoram.
Organizational Buying Behaviour. Englewood Cliffs,
New Jersey: Prentice-Hall Inc., 1972, p.2.
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buying behaviour more difficult to investigate when
compared with consumer behaviour:
1. A variety of goals are served, e.g., making
profit, reducing cost, meeting legal
obligations, etc.
2. More persons are involved in the buying process.
3. The buyers must follow purchasing policies,
constraints, and requirements of their
companies.
4. Formal buying instruments are required, e.g.,
requests for quotations, purchase contracts,
purchase orders.
The volume of work on industrial buying behaviour is
not as great as in consumer behaviour. Moreover, theories
or models are not well received by the industrial
marketing practitioners as there are very few empirical
researches to substantiate the conceptual work. Rowland
T. Moriarty of Harvard University suggested a practical
method in empirical research. Before describing
Moriarty's approach (in next chapter), several industrial
buying models are introduced. Some of the concepts in
these models are employed in this research.
The Buyclass Model
The Buyclass Model was developed by Robinson, Faris
and Wind in 1967. This model distinguishes three types of
buying decisions: the new task, the modified rebuy and the
straight rebuy. The decisions are differentiated along
three dimensions: the newness of the problem, the
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information requirements, and the consideration of new
alternatives.
Most industrial purchases are modified rebuys. This
is true in the polystyrene market in which the end-users
know very well about the properties of the products and
they are purchasing them continuously. It is not a
straight rebuy situation since the buyers must ascertain
the suitable brand of products for a particular order and












Source: Robinson, P.J., Faris C.W., and Wind, Y.
Industrial Buying and Creative Marketing. Boston: Allyn
and Bacon, 1967.
The Perceived-Risk Model
The perceived-risk model postulates that buyers are
more motivated to reduce their perceived risk than to
maximize any potential pay-off. First introduced by R.A.
Bauer in the field of consumer behaviour, the concept of
perceived risk is found applicable to organizational
buying decisions. A number of risk reduction strategies
used by the industrial buyers have been identified. These
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strategies include reliance on supplier reputation,
development of strong source loyalty, active search for
information, and reliance on credible sources. The buyers
do not want to take risks if they are not personally
confident about the products and the suppliers.
The Buyphase Model
This model treats organizational buying as a decision
process so that the organization goes through a series of
steps to reach the final buying decision. There are
eight stages in the Buyphase Model, developed by Robinson,
Faris and Wind:
1. Anticipation or recognition of a problem and a
general solution,
2. Determination of characteristics and quality of
needed item,
3. Description of characteristics and quantity of
needed item,
4. Search for and qualification of potential sources,
5. Requisition and analysis of proposal,
6. Evaluation of proposals and selection of supplier(s)
7. Selection of an order routine, and
8. Performance feedback and evaluation.
Webster and Wind's General Model of
organizational Buying Behaviour
Webster and Wind's model encompasses environmental,
organizational, interpersonal, and individual factors
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which affect the buying decision. Organizational buying
is viewed as a decision making process carried out by
individuals in interaction with others in the context of a
formal organization.
Environmental factors include economic, political,
technological, legal, cultural and social institutions and
forces. Organizational factors are the technology
available to the buyer, the structure for decision making,
the goals and responsibilities of various members in the
buying centre and the make up of this centre. The buying
centre is in fact the decision making unit of the buying
process. It includes all members involved in the buying
process. Each member may play one or more of the
following roles: user, influencer, buyer, decider or
gatekeeper. Vice versa, each role may be performed by
more than one individual. Table 3.2 presents a
description of these roles.
The interpersonal factors are broken down into task-
related interactions and non-task interactions
(e.g., personal motives, the interplay of personalities).
These factors result from different responsibilities and
roles of the members in the buying centre.
The individual factors, including motives,
perceptions, personality, and role within the
organization, affect an individual's interactions within
the buying centre and the final decision process.
After presenting an extensive set of important
factors, Webster and Wind did not go further to suggest
precise relationships among the factors. However, the
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method of classifying different buying roles is useful and
has been widely used.
The Industrial Market-Response Model
This model is developed by J.M. Choffray and G.
Lilien in 1978. It is broken down into three sections:
the controllable variables, the decision process and
external variables. The controllable variables include
the marketing support given to the product and its design
characteristics.
Table 3.2
ROLES IN A BUYING CENTRE
Role Description
Users may initiate the purchase action byUsers
requesting the product. They may even
develop the product specifications.
They affect decision by settingInfluencers
specifications or supplying information
for the evaluation of alternatives.
Technical personnel are typical examples.
Sometimes outside individuals can assume
this role, e.g., an engineering consultant.
They have formal authority for selecting aBuyers
supplier and implementing all procedures
connected with securing the product. Their
power is often overridden by more powerful
members of the organization.
They actually make the buying decision,Deciders
whether or not they have the formal
authority.
They control information to be reviewed byGatekeeper
other members of the buying centre.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -
Source: Adapted from Webster, Frederick E. Jr., and
Wind, Yoram. Organizational Buying Behaviour Englewood
Cliffs, New Jersey: Prentice-Hall, Inc., 1972, p.77-80.
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Four sub-models are incorporated in the
conceptualization of the decision process. These sub-
models are awareness, acceptance, individual evaluation,
and group decision.
The awareness sub-model measures the evoked set of
suppliers and brands of the decision participants. This
evoked set is the number of suppliers or brands of
products that come to the mind of a buyer during the
problem recognition stage. A feasible set of alternatives
is produced after the evoked set is screened in the
acceptance sub-model. Then these alternatives are
evaluated against preferences of individual decision
participants in the individual evaluation sub-model.
Finally, a choice decision is made after complex
interaction in the group decision sub-model.
Important external variables include environmental
constraints, organizational requirements, individual
perceptions, and evaluation criteria.
Chapter IV
METHODOLOGY
Because of the difficulty of collecting detailed and
reliable data on organizational buying behaviour, the
volume of useful empirical research is limited. Large
scale data collection to study the behaviour of buying
centres is very time consuming and costly.
The snowball technique was commonly used in the
previous researches. This technique-can be combined with
the three major data-collection methods, personal
interviews, telephone interviews and mail questionnaires.
In single-stage snowballing, the primary respondent is
asked to name additional members of the buying centre.
Exhaustive snowballing goes beyond this first stage by
asking the secondary respondents to name additional
members.
Snowball personal interviews are effective in
identifying members of a buying centre and hence
obtaining information from these decision participants.
However, it is too costly to be practical for large scale
research. Telephone interviews and mail questionnaires
are less expensive but they have limitations. In
telephone interviews, detailed data cannot be collected
readily and the willingness of respondents to name other
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members of the buying centre over the phone is
problematic. Mail surveys provide no a priori method to
identify members of the buying centre.
Moriarty's Findings and Method
Based on his empirical research on purchase of non-
intelligent data terminals, Moriarty found that the
single-stage snowball has a greater incremental impact
than the exhaustive snowball in identifying members of the
buying centres in terms of organizational levels and
functions involved.
Moreover, his research revealed variations in
product-evaluation criteria with respect to differences in
organizational levels and functional areas of the decision
participants. Thus it is essential to collect information
from the multiple decision participants to ensure the
reliability and validity of empirical research on
organizational buying behaviour.
Recognizing the importance of the concept of a buying
centre, researchers are faced with the problem of
developing a cost-efficient and effective data-collection
method. Moriarty suggested a method combining snowball
telephone interviews and mail questionnaires. The
snowball telephone interviews served to identify multiple
decision participants and mail questionnaires gathered
detailed data from those decision participants. This
method was proven to be practical by Moriarty in his own
research. Moreover, this method was more cost effective
than snowball personal interviews of comparable scale.
24
The questionnaires addressed various concepts of
organizational buying behaviour, e.g., product evaluation
criteria, decision process, influences on buying
decisions, and roles.
Moriarty utilized the data collected to analyze
variations in buying behaviour with respect to different
market segments. Two approaches of market segmentation
were adopted. The first one is the traditional seller-
oriented market segmentation in which buyers are grouped
according to industry sector, company size, supplier or
brand purchased. The second approach is benefit
segmentation, which has been widely adopted by consumer
marketers. In this buyer-oriented method, the market is
segmented according to the benefits sought by the buyers.
Based on the analyses of the two approaches, the
industrial marketer can develop appropriate marketing
strategies to serve various market segments.
Research on the Hong Kong Polystyrene Market
The questionnaire is modified from that of Moriarty.
However, there are three major differences between this
research attempt and that of Moriarty. First, only one
respondent from each company is asked to answer the mail
questionnaire. Second, telephone interviews are not used.
These two differences are due to the limited resources and
time available to the researcher. It is not feasible for
the researcher alone to do all the telephone interviews to
identify members in various buying centres. However the
concepts of buying centres and buying roles are included
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in the questionnaire. Specifically, Question 11-2
addresses the influences of other members in the buying
centre. Question 11-5 asks about the roles which the
respondents themselves assume during the decision process.
The third difference lies in the types of products
involved. According to Philip Kotler, there are three
types of industrial goods, namely, entering goods,
foundation goods, and facilitating goods. In this
research, polystyrene is a kind of entering good which is
the major concern of the production department. In
Moriarty's research, the non-intelligent data-terminals
are the foundation goods which affect a broad spectrum of
functions within the organization. Therefore it is
expected that the number of functions involved in the
buying centre would be fewer in this research than that in
Moriarty's. Thus variation due to functional difference
is not addressed in this research.
Research Design and Instrument
The research is in the form of an ex post facto
sample survey. It specifies the buying situation to be
modified rebuy in which the buyers constantly evaluate the
choice of the suppliers. Thus the respondents are asked
about their actual experience instead of a hypothetical
situation. Polystyrene is chosen, as this product is
commonly used by the plastic factories.
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Qualitative Research
Before the administration of the questionnaire,
several relevant market studies were reviewed. Moreover
personal interviews were conducted with two salesmen of a
polystyrene supplier and with two end-users. These serve
to give a better picture of the polystyrene market and to
provide the basis for developing the questionnaire.
Development of Questionnaire
The basic framework of the questionnaire is modified
from that of Moriarty's research. Simplified from the
Buyphase Model, there are four major steps in the decision
process:
1. Initiation,
2. Evaluation of suppliers and products,
3. The final product and supplier selection decision,
4. Review.
In this research, the main emphasis is on steps 2 and
3. Step 1 is combined with step 2 in section I and step
4 with step 3 in section II of the questionnaire.
In Section I, the focus is on the evaluation of
suppliers and products. Question I-i is about the
importance of the respondent's role in various steps of
the buying process. Questions 1-2 and 1-3 ask about the
sizes of the respondent's evoked sets of suppliers and
brands, respectively. The evoked sets of suppliers and
brands is the concept in the Industrial Market-Response
Model. Question 1-4 asks for the evaluation of suppliers'
performance with respect to five macro-attributes and the
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relationship with suppliers.
In Section II, Question I lists twenty-four
selection attributes or criteria while there are thirty-
three in Moriarty's research. This is natural as
polystyrene is a much simpler product than a non-
intelligent data terminal. These selection criteria are
developed with respect to the following macro-attributes:
1. Product-related characteristics,




Question 11-2 relates particularly to the influences
exerted by people inside or outside the buying
organization. On the front cover of the questionnaire,
the respondent is specified as the one with frequent
contact with seller and has the authority to buy
polystyrene. The limited scale of this research renders
this specification necessary in order to get the most
information from the buyers. Therefore the respondents
should be the buyers in the buying centres. Thus adopting
the concept of buying centre, the following matching is
appropriate:




Influencersd. Purchasers/owners of other
plastic factories
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e. The subordinates of respondents Gatekeepers/influencers
f. The customers Influencers
g. The respondents Buyers/ Deciders
The owners/ supervisors may be the actual deciders if
the buyers recognize their opinions as very significant.
Otherwise they would just assume the influencer role. The
operators are naturally the users but they may assume
additional roles of influencers if their opinions are
valued by the buyers. Similarly the subordinates are
natural gatekeepers and may also act as influencers as
well. The engineers, purchasers or owners of other
plastic factories and the customers act as influencers by
giving advice or comments to the buyers. In addition to
the role of buyer, the respondent may be the decider too
if his authority is not overridden by other powerful
person in the buying centre.
Questions 11-3 and 11-4 ask about importance of
different information sources and personal factors,
respectively.
As a review of the whole decision process, the last
question in section II supplements the information about
the role of the respondent as a buyer. For example, if a
respondent's primary role is a recommendor and secondary
role as implementor, this means that the buying decision
is made by another member instead of the respondent, who
has the formal authority to buy.
Section III includes questions about the company with
respect to the industrial sector, company size and
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consumption volume of polystyrene.
The last section is about the background of the
respondent.
Pilot Study
A pilot study was launched in early January, 1989.
The aims of this study were to reveal any obscureness,
misinterpretations, omissions or mistakes in the
questionnaire. Seven respondents were asked to fill in
the questionnaires in front of the researcher, who
explained the actual meaning of the questions in case of
any query. Findings of this pilot study were as follows:
1. Some of the Chinese translations should be
refined. This is crucial as most of the
respondents would reply in Chinese.
2. Re-wording of some questions was required as the
respondents did not understand the questions.
For example, in Question 11-5, the sentence, Do
not repeat the same ranking is added to remind
the respondent.
3. Per advice of the respondents, some questions were
amended, e.g., Question II-2, category (f) is
added since some respondents thought that
opinions of the customers are important in their
buying decision.
Sampling Plan and Data Collection
The sampling plan aims to create a sample of a broad
spectrum of companies, by size or industrial sector,
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representative of a cross-section of the Hong Kong
polystyrene market. The sampling frame includes the trade
directory published by Hong Kong Productivity Council, the
customer list of Dow, and referrals by salesmen or people
in the plastic conversion industry.
As a Dow employee, the researcher can approach the
customers of Dow conveniently. Moreover, due to its large
customer base, the make up of Dow's customers is quite
representative of the market structure.
To prevent bias towards Dow, the questionnaires were
dispatched with returned envelopes and cover letters to
these end-users either by the salesmen or by mail. This
is important as the respondents would feel more
comfortable answering some sensitive questions related to
Dow if their responses are kept anonymous. In fact, all
the questionnaires were sent out in this way but the cover
letters have two versions. One version states that the
respondent is referred by his/her acquaintance so that
he/she would feel more inclined to fill in the
questionnaires and thus the rate of response would
increase. This version of the cover letter was sent to
Dow's customers and respondents referred by some of these
customers and salesmen. The other version of the cover
letter just states the purpose of the study without
mentioning any referral. This version is used in the
sample randomly selected from the directory published by
the Hong Kong Productivity Council. The potential
companies are chosen from the directory according to
random numbers generated buy a computer. If the prospect
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is either Dow's customer or has been referred by someone,
then the company was not selected again and the process
continued until twenty-five companies were chosen from
each industrial sector. The questionnaires were mailed to
the persons whose names appeared in the directory.
Sometimes cases of non-response may be due to
identifying the inappropriate persons as respondents. To
minimize this possibility, the prospects were reminded to
pass the questionnaires to the more qualified individuals.
Chapter V
RESULTS OF DATA COLLECTION AND ANALYSES
A total of 440 questionnaires were sent out and 79
were subsequently returned, resulting in a response rate
of 18 percent. The following table summarizes the
results of data collection.
Table 5.1
RESULTS OF DATA COLLECTION
Rate ofType of respondents Questionnaires
Sent Returned Response
1. Dow's customers and
20%340 67respondents referred
by acquaintances
2. Random sample from
12%100 12Directory of Hong Kong
Industries, 1988
18%440 79Total
Approximately three-fourths of the sample was
generated from Dow's customer list and respondents
referred by acquaintances. This referral was mentioned in
the cover letter accompanying the questionnaires. In
addition, a random sample was drawn from the Directory of
Hong Kong Industries, 1988.
There is a higher rate of response in group 1 than in
group 2 respondents. This can be attributed to the
33
endorsement by the acquaintances of the respondents.
Some of these 79 questionnaires were not filled in
completely. However they are still treated as usable
since their answers can be included in some of the final
analyses.
Statistics about Respondents
Most of the respondents come from senior management
levels. The groups of owners and top management account
for 38.5 percent each of the total sample. The upper and
middle management groups constitute the remaining one-
fourth of the total sample. No respondents come from the
technical or production levels and the purchasing
assistants. This may be simply due to the fact that these
groups of people do not have formal authority to buy.
Table 5.2








From the other statistics presented in Appendix G, we
can find that about forty-five percent of respondents have
occupied their current positions for five years or less.
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Thirty-six percent of them have purchasing experience of
five years or less. About seventy percent of the
respondents are male. Most of the buyers (64 percent) are
married. About ninety percent respondents are between 25
to 54 in age. Within this age range, the distribution
among the three age groups (25-34, 35-44, 45-54) is fairly
even. Most of the respondents receive education up to
primary/secondary school and polytechnics/post-secondary.
Very few, about ten percent, have university degrees.
Statistics about Respondents' Companies
Table 5.3 shows that most of the respondents work in
the electronics/electrical sector. The toys and
electronics/electrical sectors account for eighty percent
of the sample.
Table 5.3
INDUSTRIAL SECTORS OF RESPONDENTS' COMPANIES
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -






When the respondents were asked about the price
range they would charge their customers, most of them
answered middle range pricing. This is a subjective and
indirect opinion about the quality of their manufactured
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products. Thus Table 5.4 reveals that most of the
companies produce medium quality products and only a few
offer products at the low end.
As shown by Table 5.5, Dow is regarded as the major
supplier by more than half of the companies. This is
expected as Dow is the dominant supplier in the market and
the fact that many questionnaires were sent to Dow's
customers.
Quite a large number of companies (about thirty-two
percent of total valid cases) purchase from one supplier
only (Table 5.6). Apart from this loyal type of
companies, most of the other companies (about forty-nine
percent of total valid cases) purchase from two or three
suppliers.
During the past two years, most of the *plastic
factories have moved their production facilities into the
nearby Shenzhen area in Mainland China. This survey
reveals that about two-thirds of respondents have done so
(Table 5.7).
Table 5.4
PRICE RANGES CHARGED TO CUSTOMERS







MAJOR SUPPLIER OF THE END-USERS
Major Supplier No. of Companies Percentage
Dow 71.242
Non-Dow 28.817
Total valid cases 59 100.0
Table 5.6
NUMBER OF SUPPLIERS








PRODUCTION FACILITIES IN CHINA
14




The data related to the China operation of all the
companies are included in the statistics about machines,
volume of consumption and number of employees. This gives
a fair comparison of all the companies, as most companies
37
buy polystyrene in Hong Kong and transport the materials
into China. Therefore, to give a fair comparison, the
data related to both Hong Kong and China operations are
combined.
The following three tables (Table 5.8 to Table 5.10)
reflect the three different dimensions about the sizes
of the companies. Table 5.8 shows that most of the
companies (about 69 percent of valid cases) have forty
machines or less. Table 5.9 reveals that most of the
companies(about 54 percent) employ less than two hundred
workers. As mentioned in Chapter II, the best means by
which to describe the size of the companies is the volume
of consumption. Table 5.10 presents the bell-shaped
distribution of the sizes of the companies in term of
average monthly consumption of polystyrene. There are
relatively few companies at either extreme, i.e., very
high or very low consumption of polystyrene.
Table 5.8
TOTAL NUMBER OF MACHINES










TOTAL NUMBER OF EMPLOYEES
No. of Employees PercentageNo. of Companies
1- 200 54.443
201- 400 15 19.0
401- 600 10 12.7
601- 800 1 1.3
801 or above 11.49
100.0Total valid cases 79
Table 5.10
AVERAGE MONTHLY CONSUMPTION OF POLYSTYRENE








There were about 15,000 items collected for this
survey. Various analyses are possible with this large
number of responses. In the following sections, analyses
with respect to traditional market segmentation and
benefit segmentation are presented.
Many respondents did not follow the instructions for
Question 11-5. They repeated the same ranking for some or
all of the roles. Some did not give a ranking for their
primary role, but gave secondary or lower rankings. This
may be due to the fact that they were used to answering
39
may be due to the fact that they were used to answering
the previous questions so that they treated each role
independently and gave importance ratings instead of
relative rankings. The incorrect and inconsistent answers
render the relative ranking of roles invalid and
unreliable. Thus complete analysis using the data is not
possible. Therefore, discussion on this part is omitted.
Analyses related to the performance of specific
suppliers and brands are excluded to avoid any claim of
bias towards a particular brand or supplier. This does
not affect the integrity of this research as the main
emphasis is on the selection of suppliers instead of the
evaluation of their performance.
Analysis with Respect to Industrial Sectors
This section examines differences in the buying
behaviour of various industrial sectors.
Importance of buyer's role during the
decision process
In Table 5.11, and subsequent relevant tables, the
importance rating is based on a scale of 1 to 6, with the
higher numbers representing higher importance. Table 5.11
shows that not much difference is observed in the relative
ranking of the four roles in all the sectors. The roles
of evaluating and selecting suppliers are rated higher
than the other two roles. These two roles are rated




IMPORTANCE OF BUYER'S ROLE DURING DECISION PROCESS
Respondents in Different Industrial Sectors
Mean Importance Rating
Entire Cass-
Role sample Elect Toys ettes Misc
A) Recognize the
need to select 4.72 4.55 4.94 5.50 4.67
a supplier
B) Search for
4.83alternative 4.57 4.71 5.224.36
suppliers




Number of valid cases= 79
( Note: Elect= Electronics/electrical sector
Misc= Miscellaneous sector)
Importance of others' opinions
Table 5.12 gives an analysis of various opinion
groups. The opinions of the owners/supervisors are not
rated highest in any of the sectors except the
miscellaneous sector. The view of other factories is
rated lowest in all sectors. In the electronics/electrical
sector and toys sector, both the first and second most
influential groups are the customers and engineers,
respectively. In the cassettes sector, engineers are the
most respected and the customers and operators share
second place. In the miscellaneous sector, the owners are
the most influential and the operators are second. This
may indicate that the owners perform as the actual
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deciders in the miscellaneous sector but only as
influencers in other sectors.
Table 5.12
IMPORTANCE OF OTHERS' OPINIONS
Respondents in Different Industrial Sectors
Mean Importance Rating
Opinion Entire Elect Toys Cass- Misc Valid
sample ettes casesgroup
- - - - - - - - - - - - - - - -
A) The owners/
supervisors 764.72 4.71 4.47 5.00 5.12
75B) The engineers 4.91 4.91 4.71 6.00 4.63
774.504.39 4.12 5.50C) The operators 4.43
D) Purchasers/





Evoked sets of suppliers and brands
Table 5.13 reveals that the cassettes sector
considers more suppliers and brands than other sectors.
On the other hand, the electronics/electrical sector
considers the least number of suppliers and brands. This
may be due to the basic differences in the business nature
of these two sectors, as described in Chapter II.
Importance of information sources
Table 5.14 reflects the importance of salesmen as the
major information source. All sectors except the
miscellaneous one rated salesmen highest. it is
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noteworthy that trade shows are ranked second in the
electronics/electrical and toys sectors, and first in the
miscellaneous sector.
Table 5.13
EVOKED SETS OF SUPPLIERS AND BRANDS
Respondents in Different Industrial Sectors
Mean Number Considered by Different Sectors
Evoked sets Entire Elect Toys Cass- Misc Valid
ettes casessample
3.48 3.17 4.00 4.67 3.33 79Suppliers
3.28 2.79 3.41 6.83 3.25 78Brands
Table 5.14
IMPORTANCE OF INFORMATION SOURCES
Respondents in Different Industrial Sectors
Mean Importance Rating
Cass- Misc ValidElect ToysInformation Entire
casesettessamplesource
A) Advertising
3.46 3.39 3.24 3.83 4.00 78in trade
publications
3.76 3*.65 3.88 4.17 3.78 78B) Brochures or
data sheets
4.31 4.28 4.06 5.00 4.44 78
C) Salesmen
D) Publicity of
3.86 3.87 3.59 4.50 3.89 77
suppliers




IMPORTANCE OF PERSONAL FACTORS
Respondents in Different Industrial Sectors
Mean Importance Rating
Personal Entire Elect Toys Cass- Misc Valid
factors sample ettes cases
A) Feeling confident
5.32 5.28 5.18 5.67 5.56 78about the product
B) Feeling confident
about the supplier 5.30 5.19 5.29 5.83 5.56 79
C) Polystyrene must




5.34 5.19 5.41 5.83 5.67 79relationship with
suppliers
Importance of personal factors
Table 5.15 reveals that all buyers from different
industrial sectors view confidence in the product and the
supplier, and their relationship with suppliers, as very
important in their buying decision. On the other hand,
the requirement that the product be manufactured and
supplied by the same company is relatively unimportant.
Criteria for selecting a supplier
Before presenting the results of data analysis, the
concept of determinancy is introduced first. The
determinancy method was first used by consumer marketers
as a tool in benefit segmentation studies. The
-determinancy of a given variable in a buying decision is
defined as a function of perceived importance and
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perceived variability within the industry.
In question II-l, the respondents were asked to rate
the importance of the selection criteria and their
variability within the industry. By definition, the
determinancy of each selection criterion is found by
multiplying the importance rating by the industry
variability rating. However, individuals may perceive
scales of importance and variability differently. To
eliminate the potential bias due to individual
differences, normalization of all the ratings is
necessary. Normalization is performed as follows:
Normalized importance rating=
(actual importance rating of a selection criterion)
- (mean of the importance ratings of the 24 criteria)
+ 6
Normalized variability rating=
(actual variability rating of a selection criterion)




x normalized variability rating
After normalization, the determinancies should be
centered on the value of 36. Therefore, a determinancy
value greater than 36 indicates that the selection
criterion is relatively important in the buying decision.
Table 5.16 presents the mean determinancy ratings for
the different industrial sectors. Table 5.17 reflects the
differences in the top ten selection criteria for the
different sectors. The electronics/electrical sector
considers protection of price increase to be most
important the toys and miscellaneous sectors emphasize
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Table 5.16
MEAN DETERMINANCY RATINGS OF CRITERIA USED
IN SELECTING A SUPPLIER
Respondents in Different Industrial Sectors
Mean Determinancy Rating
Entire Cass-
Selection criteria sample Elect Toys ettes Misc
30.45 28.82 40.44 31.6930.96a. Range of product
b. Ease to use the 37.10 37.57 35.30 35.60 38.73
product
42.33 43.11 41.04 38.64 42.92c. Product properties
and quality
d. Products locally 26.77.. 28.05 23.64 18.70 30.67
produced
47.15 33.57 46.0740.0441.74e. Reliable supply
39.12 29.93 38.5437.7437.55f. Consistent product
properties
38.47 32.23 39.6439.2838.64g. Consistent pricing
policy
46.39 43.8044.56 41.2143.91h. Supplier's attitude
during shortage
39.00 38.5638.4339.9439.40i. Short delivery
lead-time
39.87 41.5235.8939.3138.90j. Sufficient local
stock
30.54 35.3935.3437.0436.02k. Ease to place
orders
36.47 38.5037.9938.8038.421. Able to handle
rush order
28.54 40.2040.4038.4438.32m. Able to keep
delivery promises
38.53 34.7138.3330.0832.94n. Offers free samples
37.09 40.3940.6538.6139.13o. Short response time
39.90 34.6835.1434.2334.59p. Provides technical
services
36.53 31.8934.8631.5132.61q. Competence of
salesmen
37.68 36.8833.4832.4033.54r. Provides sufficient
product data
34.53 35.3037.4032.4233.94s. Willing to negotiate
price 30.52 31.1334.6030.8431.62t. Offers volume
discount
38.64 22.6829.0727.9028.31u. Offers cash discount
41.25 37.2538.9838.1238.42v. Offers fixed price
for certain period
43.67 44.88 44.82 44.66 34.86
w. Offers old priced
material before
actual price
increase 29.57 31.73 20.82 40.66 26.89
x. Not require any
security
Total valid cases- 66
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reliable supply the cassettes sector is most concerned
with good treatment during shortages.
The twenty-four selection criteria comprise five
macro-attributes. Specifically, they are grouped as
follows:
Selection criteria Macro-attributes
a to d Product-related
e to h Supplier's reputation
Delivery arrangementsi to m
Servicesn to r
Pricings to x
For convenience, these five macro-attributes are used
to describe the industrial sectors. Thus we can see that
the electronics/electrical sector is most concerned with
supplier's reputation, delivery arrangements, and pricing.
The toys sector places very heavy emphasis on supplier's
reputation and is concerned with delivery and pricing. In
comparing the mean determinancies for pricing criteria,
the ratings in the toys sector are generally higher than
those in the electronics/electrical sector. The major
concern for the cassettes sector is pricing, as there are
four pricing criteria included in the top ten list.
Besides, it also emphasizes delivery and product-related
criteria. For the miscellaneous sector, supplier's
reputation and delivery arrangements are the major
concerns. Moreover, two product-related criteria are
included in the top ten list. Services criteria are not
seen as very important by any of these sectors. However,
short response time is included in the top ten lists of
all the sectors except the cassettes sector.
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Table 5.17
TOP TEN SELECTION CRITERIA
Respondents in Different Industrial Sectors
Rank Entire Electronics Toyc. Cassettes Misc.
sample /electrical
1. h W e h e
2. w wh w h
3. c c h v c
4. e e c x 7
5. i 0 a 0i
m6. 0 m Jg
f i7. 1 gJ
v u b8. 0g
icm9. 1 g
fnivV10.
(Note: Alphabetical letters refer to the corresponding
selection criteria as in Table 5.16.)
Analysis With Respect to Consumption Volume
The following grouping is used for subsequent
analysis in this section:
Consumption VolumeGroup
- - - - - - - - - - - - -
Less than or equal to 10 MT/month1- very small
11- 30 MT/month2- small
31- 75 MT/month3- medium
76- 150 MT/month4- large
more than 150 MT/month5- very large
Importance of buyers role during
the decision process
Table 5.18 reveals that the role of evaluation is the
most important in all groups of respondents except Group
5. The role of supplier selection is second place for all
these four groups. For those respondents representing
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end-users of highest consumption volume (Group 5), the
buyer's role is most critical for supplier selection. The
role of searching for alternative suppliers is relatively
unimportant for all the groups, especially Group 5 which
gave a significantly lower rating than the mean of the
whole sample.
Importance of others' opinions
In Table 5.19, we see that owners' and engineers'
views are the most respected by Group 5, the largest
consumption group. For Groups 2, 3, and 4, customers are
placed first. For Group 1, the most influential group is
the engineers.
Table 5.18
IMPORTANCE OF BUYER'S ROLE DURING DECISION PROCESS




1 2 3 4 5sampleRole
A) Recognize the




4.64 4.54 4.59 4.90 4.67 4.00
alternative
suppliers
5.36 5.69 5.47 5.10 5.44 5.00
C) Evaluate products
and suppliers
5.18 5.08 5.35 4.95 5.22 5.50
D) Select the
supplier
- - - - - - - - - - - - - -
Number of valid cases= 74
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Table 5.19
IMPORTANCE OF OTHERS' OPINIONS
Respondents from Companies of Different
Consumption Volume
Mean Importance Rating
Entire Group validOpinion group
sample 1 2 3 4 5 cases
A) The owners/
supervisors 4.80 4.77 4 64 4.80 4.83 5.17 71
B) The engineers 4.97 5.08 4.86 4.80 5.18 5.00 70
C) The operators 4.46 4.69 4.25 4.33 4.00 724.87
D) Purchasers/
3.26 3.08 3.57 3.35 3.39 2.00 70owners of
other factories
E) The buyers'
4.22 3.83 713.843.92 4.003.99subordinates
664.334.89 5.245.314.424.92F) The customers
Evoked sets of suppliers and brands
Table 5.20 reveals that the larger consumption groups
(Groups 4 and 5) have larger evoked sets of suppliers and
brands. The small group (Group 2) has the smallest evoked
sets.
Table 5.20
EVOKED SETS OF SUPPLIERS AND BRANDS
Respondents from Companies of Different
Consumption Volume
Mean Number Considered by Different Groups
validGroupEntire
cases1 2 3 4 5
sampleEvoked sets
3.41 3.31 2.82 3.10 4.22 3.83 74
Suppliers
1.5 2.83 2.71 2.85 4.28 3.83 73
Brands
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Importance of information sources
There is not much difference in the importance rating
of various information sources, as reflected in Table
5.21. All the groups follow the pattern of the entire
sample with minor variations. Essentially, salesmen are
rated first and trade shows come second. For the larger
groups (Group 3, 4 and 5), publicity of the polystyrene
suppliers is also seen as an important information source.
Importance of personal factors
Similar to the analysis with respect to industrial
sectors, all the five groups of respondents placed more or
less the same importance ratings on confidence in the
product, supplier and their relationship with the
suppliers (Table 5.22). This indicates the buyers'
prudence in conducting their businesses.
Table 5.21
IMPORTANCE OF INFORMATION SOURCES




cases1 2 3 4 5samplesources
A) Advertising
3.49 3.54 3.13 3.85 3.67 2.67 73
in trade
publications
3.77 3.54 3.50 4.15 3.78 3.67 73B) Brochures or
data sheets
4.32 4.00 4.06 4.50 4.50 4.50 73
C) Salesmen
3.92 3.46 3.56 4.40 4.06 3.83 72
D) Publicity of
suppliers
4.07 4.08 3.81 4.45 4.06 3.50 72
E) Trade shows
- - - - - - - - - - - - - - -
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Table 5.22
IMPORTANCE OF PERSONAL FACTORS




Factors sample 1 2 3 4 5 cases
A) Feeling confident 5.30 4.92 5.41 5.55 5.29 5.00 73
about the product
B) Feeling confident 5.35 5.15 5.47 5.55 5.39 4.67 74
about the supplier
C) Polystyrene must




5.31 5.00 5.47 5.55 5.22 5.00 74relationship
with suppliers
Criteria for selecting a supplier
Table 5.23 lists the mean determinancy ratings for
the selection criteria. It can be seen from Table 5.25
that there are differences in the rankings of the
selection criteria. Group 1 looks first for reliable
supply, Group 2 for product properties and quality, Group
3 for offer of old priced material before a price
increase, Group 4 for the good attitude of supplier during
shortage, and Group 5 for offer of fixed price. Judging
from the top ten criteria, it can be said that Group 1 is
more concerned with supplier's reputation in reliability
and consistency, and aspects related with pricing. Group
2 also views supplier's reputation in reliability and
consistency as important, but this group looks more for
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Table 5.23
MEAN DETERMINANCY RATINGS OF CRITERIA USED
IN SELECTING A SUPPLIER
Respondents from Companies of Different Consumption Volume
Mean Determinancy Rating
GROUPEntire
Selection criteria sample GP 1 GP 2 GP 3 GP 4 GP 5
30.83 30.30 28.76 27.54 35.76 35.31a. Range of product
b. Ease to use the 37.47 36.68 40.68 36.45 37.62 31.71
product
42.48 38.51 44.36 43.27 43.18 40.90c. Product properties
and quality
26.90 27.65 28.30 29.93 22.06 25.03d. Products locally
produced
41.96 46.28 39.44 42.22 40.97 41.26e. Reliable supply
37.39 39.54 39.83 37.39 34.22 34.44f. Consistent product
properties
36.72 36.19 37.85 42.05 39.98 29.50g. Consistent pricing
policy
43.85 45.56 41.77 41.48 46.70 45.77h. Supplier's attitude
during shortage
39.58 38.23 37.65 39.64 42.59 38.57i. Short delivery
lead-time
43.8539.07 37.76 39.20 40.67 36.95j. Sufficient local
stock
34.5135.95 37.09 37.67 37.03 32.63k. Ease to place
orders
39.92 39.5738.47 36.63 43.39 34.081. Able to handle
rush order
38.40 37.5038.09 37.48 39.23 37.41m. Able to keep
delivery promises
36.54 37.9232.80 34.03 29.51 30.24n. Offers free samples
40.54 38.43 36.9239.13 38.60 39.22o. Short response time
35.41 34.58 32.1434.30 36.27 31.67p. Provides technical
services
31.89 32.41 37.9032.50 31.52 32.68q. Competence of
salesmen
31.54 33.71 34.9433.22 34.10 33.54r. Provides sufficient
product data
33.33 31.77 33.1034.10 37.80 34.83s. Willing to negotiate
price 22.6031.05 33.26 31.0231.56 33.36t. Offers volume
discount
34.8228.60 27.82 26.7828.41 29.12u. Offers cash discount
48.7936.23 37.12 40.3838.60 38.02v. Offers fixed price
for certain period 43.68 39.82 41.79 46.41 45.35 43.42
w. Offers old priced
material before
actual price
increase 29.13 28.04 30.60 29.26 28.04 30.73
x. Not require any
security
Total valid cases= 65
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delivery arrangements. Group 3 and Group 4 have similar
concerns in delivery arrangements and supplier's
reputation but the relative rankings and particular items
are not the same in these two groups, as compared with
Group 2. Group 5 is concerned with pricing, supplier's
reputation, delivery arrangements and services provided.
It is found that product-related selection criteria are
not viewed as important as others, although the criterion
of product properties and quality is included in all these
five groups. For services-related criteria, the first
four groups put emphasis upon short response time, while
Group 5 is concerned with the offer of free samples and
the competence of salesmen.
Table 5.24
TOP TEN SELECTION CRITERIA
Respondents from Companies of Different
Consumption Volume
- GroupEntireRank







10e gi7. J i1imVV8.
n0m0s19.
mf qjm j10.
(Note: Alphabetical letters refer to the corresponding
selection criteria as in Table 5.23.)
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Analysis with Respect to Management Levels
Importance of buyer's role during
the decision process
Table 5.25 shows that the roles of evaluating and
selecting suppliers are relatively more important than the
other two roles in all groups of respondents. The role of
searching for alternative suppliers is considered the
least important, especially by the middle management
group.
Table 5.25
IMPORTANCE OF BUYER'S ROLE DURING DECISION PROCESS




4.71 4.87 4.97 3.87 4.67A) Recognize the need
to select a supplier
4.55 4.60 4.77 4.40 2.67B) Search for
alternative suppliers
5.33 5.57 5.23 5.20 4.67C) Evaluate products
and suppliers
5.27 5.30 5.27 4.87 5.00D) Select the suppliers
- - - - - - - - - - - - - - - - - - -
Total valid cases= 78
(Note: mgt.= management)
Importance of others' opinions
Table 5.26 reveals that the owners highly respect the
customers' opinions. The opinions of engineers and
operators are also viewed as relatively important. The
top management considers the opinions of the engineers and
the owners/supervisors as the most important. The
customers and the owners/supervisors are most influential
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in the eyes of upper management. For middle management,
opinions of the owners/supervisors are most important and
those of. engineers are second. It might be that the
actual decider in the buying centre is the owner instead
of the buyer. It is common for all the groups that the
views of other factories are relatively unimportant.
Middle management ranked the opinions of purchasers/owners
of other factories significantly lower than the average
sample mean.
Table 5.26
IMPORTANCE OF OTHERS' OPINIONS
Respondents of Different Management Levels








4.01 4.11 4.00 3.86 4.00 75E) The buyers'
subordinates
4.97 5.08 4.81 5.31 4.00 69F) The customers
Evoked sets of suppliers and brands
Table 5.27 shows no particular relationship between
the evoked sets and the management levels. However the
middle management group has the lowest numbers for both
evoked sets. They may be satisfied with the current
suppliers and brands, so that they do not put much effort
into searching for other suppliers or brands.
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Table 5.27
EVOKED SETS OF SUPPLIERS AND BRANDS
Respondents of Different Management Levels
Mean Number Considered by Different Groups
Evoked sets Entire Top Upper Middle Valid
sample Owner mgt. Upper Mgt. mgt. cases
Suppliers 3.49 3.43 3.27 4.13 3.00 78
Brands 3.29 3.14 3.73 2.87 2.33 77
Importance of information sources
Table 5.28 reveals that all the groups regard
salesmen as the most important source of information. The
middle management group gave the lowest importance rating
to the salesmen, when compared with other management
levels. Moreover, they give low ratings to other sources
of information. It can be interpreted that the middle
management group does not view any of these sources of
information as very important. A significant difference
is that other groups rate trade shows as the second most
important source but middle management group rates it as
the least important. Middle management depends heavily on
the information they get directly from the salesmen and
what they hear about the activities of suppliers in the
market. This is evidenced by the fact that the salesmen




IMPORTANCE OF INFORMATION SOURCES
Respondents of Different Management Levels
Mean Importance Rating
Information Entire Top Upper Middle Valid
source sample Owner mgt. mgt. mgt. cases
A) Advertising 3.43 3.41 3.40 3.60 3.00 77
in trade
publications
B) Brochures or 3.73 3.93 3.50 3.93 3.00 77
data sheets
C) Salesmen 4.29 4.48 4.07 4.47 3.67 77
76D) Publicity of 3.83 3.86 3.76 4.00 3.33
suppliers
764.00 4.17 3.97 4.00 2.67E) Trade shows
Importance of personal factors
Once again, the middle management group differed
significantly from the other groups on its views of
personal factors. Table 5.29 shows that the top three
groups give relatively similar and high importance ratings
to the feelings about the product, supplier and their
relationship with the suppliers. Moreover, they consider
local production of polystyrene relatively less important.
On the other hand, the middle management group gives lower
ratings than the other groups for all the factors except
factor (C). This group places equally high importance on
the feelings about the product and the supplier. They
consider it relatively less important to maintain a good
relationship with the suppliers. Thus it is possible that
if they lose confidence on the current product brands or
suppliers, they are less hesitant than other groups to
select other brands or suppliers.
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Table 5.29
IMPORTANCE OF PERSONAL FACTORS
Respondents of Different Management Levels
Mean Importance Rating
Personal Entire Top Upper Middle Valid
factors sample Owner mgt. mgt. mgt. cases
A) Feeling confident 5.31 5.57 5.24 5.07 4.67 77
about the product
5.29 5.40 5.30 5.20 4.67 78B) Feeling confident
about the supplier




5.33 5.60 5.23 5.27 4.00 78D) Maintaining good
relationship with
suppliers
- - - - - - - - - - - - - -
Criteria for selecting a supplier
Tables 5.30 and 5.31 indicate that the most
determinant criterion for the owner and top management
groups is the protection of price increase, that for upper
management is the consistent pricing policy, and that for
middle management is the offer of fixed price. Reflected
by the top ten selection criteria, the owner group is
found to be very price sensitive, demands good delivery
arrangements and is concerned with supplier's reputation.
Top management is highly concerned with supplier's
reputation, and is demanding in delivery arrangements and
product properties. The upper management places
particularly heavy emphasis on delivery arrangements and
supplier's reputation. The middle management is most
concerned with supplier's reputation, services, delivery,
and is rather sensitive to price.
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Table 5.30
MEAN DETERMINANCY RATINGS OF CRITERIA USED
IN SELECTING A SUPPLIER




24.3030.5332.7428.8130.46a. Range of product









36.6644.25.3 6.1038.1438.68g. Consistent pricing
policy






38.6535.4836.0835.7135.93k. Ease to place
orders
34.3438.7038.7538.2738.371. Able to handle
rush order
31.3638.2938.6239.0038.36m. Able to keep
delivery promises
29.9530.9033.9333.1832.81n. Offers free samples







31.0233.5437.5830.9334.00s. Willing to negotiate
price 37.0133.9729.4731.8031.65t. Offers volume
discount 25.4429.1427.0128.9428.11u. Offers cash discount
51.9037.2237.8838.4238.55
v. Offers fixed price
for certain period 44.10 46.02 44.57 42.32 33.79
w. Offers old priced
material before
actual price
increase 29.66 38.53 23.73 25.80 27.30
x. Not require any
security
Total valid casees - 67
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Table 5.31
TOP TEN SELECTION CRITERIA
Respondents of Different Management Levels
Entire UpperTop Middle
Rank sample Owner mg. mgt. mgt.
1. W w W Vg
2. h c hh h
3. c w cc c
e e f4. e e
h e05. i





- - - - - - - - - - - - - - -
(Note: Alphabetical letters refer to the corresponding
selection criteria as in Table 5.31)
Benefit Segmentation-
The determinancy ratings of all the selection
criteria form the basis for clustering the respondents
into different benefit segments. Squared Euclidean
measure is used and the agglomeration schedule is the
average linkage (between groups). The analysis is
performed by the SPSS/PC+ program. Examining the results
as depicted- by the dendrogram in Figure 5.1, the
respondents can be grouped under different similarity
levels. From Table 5.32, it is best to use a similarity
level of 7.5 (rescaled distance in dendrogram diagram),
since more members can be identified in the second largest
segment. Moreover, this ensures that the members within
these groups are more similar than those at other
similarity levels.
The -differences of the two major segments are
presented here. The largest segment is designated as






DENDROGRAM SHOWING THE RESULT OF CLUSTER ANALYSIS








































































SEGMENTS IDENTIFIED USING DIFFERENT
SIMILARITY LEVELS
Similarity No. of No. of members in the%-11G
levels segments largest second third
identified segment largest largest(Rescaled
distance) segment segment
7.50 39 10 6 3
8.75 34 18 3 3
9.69 32 4 321
Table 5.33 shows the characteristics of these two
segments.
Table 5.33
CHARACTERISTICS OF THE MAJOR BENEFIT SEGMENTS
Number of Respondents















One missing value for segment 1 due to item non-response
Table 5.34 shows the mean determinancy ratings of the
selection criteria. The ratings are generally lower in
Segment 1 than in Segment 2. The top ten selection
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Table 5.34
MEAN DETERMINANCY RATINGS OF CRITERIA USED
IN SELECTING A SUPPLIER
Respondents in Major Benefit Segments
Mean Determinancy Rating
Entire Segment 1 Segment 2
Selection criteria sample Mean Indexed Mean Indexed
30.45 34.73 1.14a. Range of product 30.18 0.99
b. Ease to use the 37.10 37.52 1.01 39.90 1.08
product
42.33 39.94 0.94 39.90c. Product properties 0.94
and quality
d. Products locally 26.77 28.36 1.06 30.23 1.13
produced
e. Reliable supply 41.74 40.12 0.96 42.16 1.01
37.55 36.91 0.98 37.67 1.00if. Consistent product
properties
38.64 36.43 0.94 42.00 1.09g. Consistent pricing
policy
h. Supplier's attitude 43.91 33.65 0.77 42.00 0.96
during shortage
i. Short delivery 39.40 35.05 45.360.89 1.15
lead-time
38.90 0.87 43.30j. Sufficient local 34.02 1.11
stock
36.7736.02 36.46 1.01 1.02k. Ease to place
orders
0.92 39.00 1.0235.2538.421. Able to handle
rush order
43.07 1.120.9238.32 35.22m. Able to keep
delivery promises
0.8728.791.0434.3232.94n. Offers free samples
1.0239.821.0039.2339.13o. Short response time
0.9532.871.0837.5234 59p. Provides technical
services








0.7120.091.2033.9228.31u. Offers cash discount
1.1544.191.0038. 3138.42v. Offers fixed price
for certain period
43.67 41.45 0.95 44.19 1.01




29.57 37.50 1.27 27.53 0.93
x. Not require any
security
Total valid cases- 68
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criteria of these two segments are listed in Table 5.35
for easy comparison. There are five criteria in common
for the two segments, but their rankings are different.
For the remaining five criteria, Segment 1 is inclined
towards services criteria (o, p), whereas Segment 2 is
inclined towards delivery (i, j and m) and company
reputation (g, h).
Examining the whole list of the top ten criteria,
Segment 1 can be regarded as price-sensitive, service-
demanding and quality-minded. Segment 2 is highly
demanding in delivery arrangements, price-sensitive and
is concerned with supplier's reputation.
Table 5.35
TOP TEN SELECTION CRITERIA
Respondents in Major Benefit Segments
Segment 2Rank Segment 1
i) Short delivery lead-1. w) offers old priced
timematerial before actual
price increase
e) Reliable supply v) Offers fixed price2.
for certain period
c) Product properties and w) Offers old priced3.
material beforequality
actual price increase
j) Sufficient local stocko) Short response time4.
m) Able to keep delivery5. v) Offers fixed price
promisesfor certain period
e) Reliable supplyb) Ease to use the6.
product
g) Consistent pricingp) Provides technical7.
policyservices
h) Supplier's attitudex) Not require any8.
during shortage
security
b) Ease to use thef) Consistent product9.
productproperties
c) Product propertiesk) Ease to puce orders10.
and quality
- - - - - - - - - - - - - - - - - - - -
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Comparing the two segments by the top ten selection
criteria only cannot reveal all the differences between
them. Table 5.34 also lists the indexed mean
determinancies of the two segments (indexed determinancy
is calculated by dividing each mean determinancy by the
mean of the total sample population). Valuable
information can be obtained by comparing the differences
between the indexed means of the two segments for each
selection criterion. Thus, Segment 1 is more concerned
with the range of products offered by the supplier
(criterion a) than is Segment 2. Segment 2 shows more
concern for selection criteria (d) to (m), which are
mostly related to supplier's reputation and delivery
arrangements. Segment 1 has more interest in the free
sample offered by the suppliers (criterion n) and it is
more concerned with the services offered (criteria p and
q). Moreover, Segment 1 is very sensitive to price
(criteria s, t and u). Segment 2 is more sensitive to
certain aspects of pricing (criteria v and w). Lastly,
Segment 1 placed much more importance on the fact that
security is not required.
To generate better association, Segment 1 can be
designated the price-services-quality segment and segment
2 as the delivery-price-reputation segment.
Chapter VI
LIMITATIONS OF THE RESEARCH AND SUGGESTIONS
FOR FUTURE STUDIES
Limitations of the Research
This study wishes to cover a broad spectrum of end-
users in the plastic conversion industry. The ideal
outcome of data collection should include sufficient
samples of respondents to cover different industrial
sectors, sizes of companies, and management levels.
However, the distribution cannot be controlled easily.
The researcher can only identify the industrial sectors of
some respondents through information provided by
directories, salesmen or other people in the industry.
Other parameters, like company size and management levels
of respondents, cannot be ascertained beforehand. Some
end-users may be involved in several sectors and their
major production cannot be determined at the time of
questionnaire mailing. Nevertheless, the researcher has
tried his best to ensure at least a fairly even
distribution of companies among various sectors. The
actual outcome of data collection depends heavily on the
potential respondents' interest in answering the
questionnaires. The researcher cannot do anything in this
respect.
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The composition of the plastic conversion industry is
not easily determined, as there are no statistics
available to classify these end-users into different
market sectors. These factories are grouped into the
category of plastic product industry in the government
statistics. Chapter V reveals that over half the
respondents come from the electronics/electrical sector.
This composition may not reflect the true state in the
market and may lead to bias due to the dominant position
of a particular group in the sample. A similar situation
arises in that most of the respondents are Dow customers
(42. out of the 59 valid cases).
In clustering the respondents into benefit segments,
it happened that only two segments of comparable size can
be identified. Although these two segments show
significant differences between them, it is not meaningful
to compare them with other groups which may have only one
or two members. It may be possible that no other
meaningful segment exists. This may be improved if more
valid questionnaires can be collected.
There -are quite a few missing responses(i.e., item
non-response). To get the highest number of possible
cases in every analysis, all the questionnaires are
considered usable. For certain questions, there may be
different numbers of valid cases for the sub-questions.
In effect, it can be viewed as comparing the data from
different samples in the same question. Fortunately, the
differences in valid cases in the sub-questions are
generally not great.
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The non-response error may be quite serious in this
survey. Because of non-response, the research fails to
obtain information from some elements of the population
that were selected and designated for the sample. As a
result, this non-response error induces bias towards
certain groups in the sample. In this research non-
response errors may occur in the toys sector, cassettes
sector, low-end manufacturers, non-Dow customers and
respondents from low management levels. The response
rates of all these types of respondents are significantly
lower than that of the other groups.
Suggestions for Future Studies
The overall results of this research are
satisfactory. Similar studies on the organizational
buying behaviour in various industries are possible.
However, some areas for improvement should be considered
before any attempts are made for research of a similar
scale.
The drawback of this research is the small sample
size. This small size may be considered sufficient for
most of the analyses, but not for cluster analysis in
benefit segmentation. Benefit segmentation is a good way
to view the market differently when compared with
traditional segmentation methods. Thus, effort should be
spent in boosting the rate of response so that the sample
size would be large enough for a better cluster analysis.
In this research, some cooperative end-users and
salesmen were asked to refer potential respondents. This
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primary snowball technique has been proven effective in
boosting the rate of response. Thus, future researches
can adopt this technique. If resources such as research
assistants or financial support are available, various
methods to increase rate of response are feasible.
Potential respondents may be offered an executive summary
after the completion of the research. The research
assistant may perform telephone interviews to identify
those persons who are interested in the research.
The period for data collection is another concern.
In this research, the period extended from early January
until mid-March 1989. During this time, there were
holidays for Chinese New Year. This may have affected
the rate of response since the factories closed for two
weeks and many of the possible respondents may have just
forgotten to complete the questionnaires after the long
holidays. Thus future researches must avoid this long
holiday effect.
The length of the questionnaire may have discouraged
some potential respondents. In fact, there are many
missing responses for Question II-1, which requires
completion of 48 items. Only 68 cases are valid for
determinancy calculation. Therefore it is advisable to
trim down the length of the questionnaire in future
studies. The number of selection criteria in Question II-
1 should be reduced.
Question 1-4 can be excluded if the researcher is not
interested in comparing the suppliers' performance.
Question 11-5 adopts the ordinal scale of measurement
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instead of the interval scale used in other questions.
Thus many respondents answered in the wrong way because
they were accustomed to answering the questions following
one pattern. This question can be trimmed away since
Question I-1 provides similar information. Of course,
Question I-i only tells the importance of the respondents'
roles in various stages of the buying decision. It cannot
tell the relative ranking of the roles played by the
respondents. However, this is necessary to make the
questionnaire easier for the potential respondents to
answer.
As mentioned in Chapter V, the 24 selection criteria
are developed from five macro-attributes. It is possible
to perform factor analysis to see whether these criteria
can be aggregated into the original five macro-attributes
or other new ones. The merit of this aggregation is to
simplify the comparison of different groups with only a
few macro-attributes. Of course, some details would be
lost as a result. Whether aggregation is desired would
depend on the degree of detail required and the total
number of selection criteria. If detail is not required
or the number of selection criteria is large (say 40),
then aggregation of the selection criteria by factor
analysis is recommended.
CHAPTER VII
DISCUSSION AND PRACTICAL APPLICATION
OF RESEARCH FINDINGS
Discussion
This research provides a large database on the buying
behaviour of the end-users in the polystyrene market. As
presented in Chapter V, these data are useful for various
analyses.
The conventional belief about certain market
situations is verified by the findings. This is
especially true for the cassettes sector, which sees
pricing criteria as very important. Moreover, its evoked
sets of suppliers and brands are larger than the other
sectors.
In addition, the findings provide insights about
information which is not readily available. Data about
the role of respondents, their views on the importance of
information sources, evoked sets of brands and suppliers,
and relative ranking of the selection criteria can only be
discovered through this type of research.
This research reveals that most of the end-users do
not view services-related criteria as particularly
important since only one services-related criterion is
included in the top ten selection criteria for the entire
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sample. The end-users only care about the short response
time to their requests or complaints. The provision of
technical services or competence of salesmen are
relatively non-determinant to their buying decisions.
Contradictory to popular thinking, pricing-related
criteria are not the most determinant ones in the decision
of a general buyer. Examining the data of the entire
sample, criteria related to the supplier's reputation and
delivery arrangements are most important.
The general framework of setting the marketing
strategies begins with a situation analysis of the
marketing environment. Various market segments are then
identified. This research essentially tells the
differences and similarities among various segments.
Benefit segmentation supplements further the marketer's
knowledge in understanding the end-users. Having all this
information about the customers, the marketer can then
proceed to prioritize and select the target market
segments with which the company would like to deal. Then
the strategies related to product, pricing, promotion and
distribution can be integrated into a workable marketing
plan.
Practical Application of Research Findings
The following scheme, as'depicted in Figure 7.1, is
suggested for the practical application of the research
findings in marketing polystyrene in Hong Kong.
Essentially it is intended for prioritizing and selecting
the target segments by matching the marketing objectives
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with the characteristics of the appropriate market
segments. Thus this paper would not perform any situation
analysis or recommend detailed marketing strategies.
Figure 7.1
PROCESS IN SELECTING TARGET MARKET SEGMENTS
Understand Own Organization
Priority of the Marketing
Five Macro-Attributes objectives
Study the Database




















Marketing Objectives of Dow
The author of this research report is an employee of
Dow Chemical Pacific Limited. Thus it is convenient for
the author to apply the findings to Dow.
The marketing objectives of Dow are:
1. To get dominant market share and be the preferred
supplier in the market,
2. To emphasize long-term business 'relationship with
the customers over spot deals,
3. To charge premium prices, as compared to
competitive brands, to reflect high quality and
service levels,
4. To maintain balanced distribution through direct
and indirect channels.
Dow will face strong competition from the Montedison
Group which will start up its local plant by 1991. Even
in 1989, competition has become very severe due to the
large volume of imports. To sell its expansion capacity
and maintain its dominant market share, Dow may have to
narrow down the price premium.
The reason for emphasizing long-term business
relationships is obvious this can bring in repeat sales
(straight rebuys or modified rebuys) with minimal effort.
Dow's products have long been regarded as industry
standards. Most end-users are willing to pay a premium
price. Of course, the size of the premium depends upon
individual perceptions of Dow's products and services, as
compared to competition. Therefore the price premium
should vary according to the market situation.
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Due to economic reasons, Dow set a minimum order size
of three metric tonnes per delivery. Thus it is natural
that very small end-users can only purchase Dow's
materials through distributors or dealers. In effect,
this can increase the indirect sales. In order to
maintain a balanced distribution of direct and indirect
sales, Dow must demarcate clearly the market segments to
be served by direct and indirect channels, respectively.
A balance is necessary since these two channels have
different functions. Direct sales can provide first-hand
market information and fight directly against possible
competitors' penetration into the captive accounts.
Indirect sales can reach those customers which Dow cannot
serve through the direct sales channel due to credit
problems, small purchase quantities, or other reasons that
would inhibit the establishment of long-term business
relationships.
The responses to Question 1-4 show that Dow is rated
relatively higher than other competitors with respect to
all the five macro-attributes. Table 7.1 lists the
marketing practices of Dow.
The emphasis of these macro-attributes is as follows








FEATURES OF DOW'S MARKETING PRACTICES
Macro-attributes Description
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -
Product - Provide a wide range of good quality
locally produced or imported products
- Develop and introduce new products to
suit the market needs
Reputation - Assure customers of reliable supply
- Maintain consistent pricing policy
- Implement fair allocation policy during
shortage
Assure customers of consistent product
properties
Delivery Provide good delivery services
Provide technical services to solveServices
customers' problems
Salesmen are well trained
Keep price competitive enoughPricing
Act as price leader in the industry
Prioritizing and Selecting the Industrial Sectors
Examining the marketing objectives and emphasis of






The determinant macro-attributes specified by the
miscellaneous sector conform most closely with the
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supplier's emphases. However, this sector consumes less
polystyrene materials than the other sectors and there are
very different applications within this sector. Thus it
is assigned the lowest priority.
Dow should concentrate effort on the first two
sectors (i.e., electronics/electrical and toys) and let
the indirect channels service the other two sectors(i.e.,
cassettes and miscellaneous). However it must maintain
some relationships with the less emphasized sectors so
that it can update the information about these sectors.
Prioritizing and Selecting Segments
by Consumption Volume
The priority of different segments is suggested as
follows:
1. Group 4 (76- 150 MT/month)
2. Group 3 (31- 75 MT/month)
3. Group 5 (more than 150 MT/month)
4. Group 2 (11- 30 MT/month)
5. Group 1( 1- 10 MT/month)
Dow should concentrate on the first three segments
and avoid dealing with the last segment. The consumption
volume of the last segment is so small that it wastes the
marketing and sales resources. The indirect channels are
advised to place more emphasis on the last two segments.
Prioritizing and Selecting the Benefit Segments
The benefit segmentation supplements the previous two
methods in selecting the appropriate target segments. The
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priority of the two major benefit segments is as follows:
1. Segment 1 (Price-services-quality segment)
2. Segment 2 (Delivery-price-reputation segment)
Both the direct and indirect channels can deal with
these two segments, provided that the benefit segments do
not contradict the segments chosen above, based upon
industrial sector and consumption volume. Thus, for the
direct channel, business should be avoided with a customer
in the price-services-quality benefit segment if it
produces miscellaneous products and consumes less than ten
tonnes of polystyrene per month.
Marketing Strategies for Particular Market Segments
After setting the priorities for various market
segments, the marketer has to determine the relative
efforts to be spent on the selected segments. By now he
has studied the characteristics of the segments, which
have been presented in Chapter V. The next step is to set
new strategies or modify the existing ones to suit the
particular needs of the selected segments.
The author does not intend to suggest any tailor-made
marketing strategies, as it is outside the scope of this
research. Besides, the responsible marketer should be
cautious to accommodate any exceptions to the findings of




Based on the analyses, competence of salesmen is
ranked relatively low in the mean determinancy ratings of
the selection criteria. However, salesmen should not
despair since they are viewed as an important source of
information by most of the respondents. The analyses of
industrial sectors, consumption volume and benefit
segments are useful for account planning and pre-call
preparation. In addition, the analysis with respect to
management levels supplements the salesmen's understanding
of the interests and concerns of the buyers.
Updating the Database
To extend the practical usefulness of this research,
the author suggests updating the database on a long-term
basis. The update can be made by a medium or large scale
survey at a fixed time interval (e.g., one year).
Analyses can be performed on the new set of data and the
results can be compared with those of the old data.
Alternatively, the new set of data can be combined with
the old one to perform overall analyses. The advantage is
to increase sample size for better results, especially for
cluster analysis of benefit segments. However,
significant changes may have occurred in the market so
that the attitudes of the respondents may be affected.
Thus, market situations in different time periods must be
similar if combined analyses are to be performed.
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Student Research Projects
To Whom It May Concern
Enclosed please find a questionnaire which has been
developed to study the decision-making process involved in
the selection of a supplier of polystyrene materials.
This research project is being undertaken by Mr. Stephen
Lam, in partial fulfillment of the requirements for his
Master of Business Administration (MBA) at the Chinese
University of Hong Kong.
This survey is crucial to an understanding of
industrial buying behavior, and will further existing
knowledge in this field. You are recommended by
that you are a suitable
candidate to participate in the survey. The information
obtained herein will be used for academic purposes only, and
your responses will remain totally anonymous.
Please note that this questionnaire is to be completed
by the individual responsible for the purchase of
polystyrene products (GPPS and HIPS grades). S/he should
be the one who has the most frequent contact with suppliers.
If someone other than yourself better fits this description,
please forward this questionnaire to that individual. Thank
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學 生 專 題 研 究 用 箋
Student Research Projects
敬 啟 者 ：
隨 函 附 上 問 卷 一 份 ， 敬 請 填 寫 。 這 份 問 卷 是 要 探 討
廠 商 在 揀 先 聚 苯 乙 稀 （ 即 硬 膠 及 不 碎 膠 PS 原 料 供 應 商 時
所 牽 涉 的 決 策 過 程 。 這 個 研 究 計 劃 由 香 港 中 文 大 學 學 生
林 錦 生 負 責 執 行 ， 以 便 完 成 其 工 商 管 理 碩 士 學 位 MBA
的 部 分 要 求 。
是 項 調 查 對 了 解 工 業 上 的 採 購 行 為 甚 為 重 要 ， 同 時
亦 可 推 展 現 存 的 知 識 範 圍 。 閣 下 經 由
的 推 薦 ， 認 為 適 合 參 予 是 次 調 查 。 收 集
的 資 料 只 作 學 術 用 途 ， 而 你 的 答 覆 是 完 全 不 記 名 的 。
請 注 意 ： 這 份 問 卷 項 由 願 意 採 購 聚 苯 乙 稀 產 品 （ 硬 膠
及 不 碎 膠 ） 的 人 員 完 成 ， 他 （ 她 ） 應 該 與 供 應 商 有 最 頻 密 的 接
觸 。 若 果 其 他 人 士 比 較 你 更 為 適 合 ， 請 將 問 卷 交 與 他 （ 她 ）
填 寫 。 多 謝 你 的 合 作 ！
此 致
于 宏 項 博 士
市 場 與 國 際 企 業 系 講 師
一 九 八 八 年 十 二 月 二 十 一 日
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21 December 1988學 牛 專 題 研 究 用 箋
Student Research Projects
To Whom It May Concern
Enclosed please find a questionnaire which has been
developed to study the decision-making process involved in
the selection of a supplier of polystyrene materials.
This research project is being undertaken by Mr. Stephen
Lam, in partial fulfillment of the requirements for his
Master of Business Administration (MBA) at the Chinese
University of Hong Kong.
This survey is crucial to an understanding of
industrial buying behavior, and will further existing
knowledge in this field. The information obtained herein
will be used for academic purposes only, and your responses
will remain totally anonymous.
Please note that this questionnaire is to be completed
by the individual responsible for the purchase of
polystyrene products (GPPS and HIPS grades). S/he should
be the one who has the most frequent contact with suppliers.
If someone other than yourself better fits this description,
please forward this questionnaire to that individual. Thank
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敬 啟 者
隨 函 附 上 問 卷 一 份 ， 敬 請 填 寫 。 這 份 問 卷 是 要 探 討
廠 商 在 揀 選 聚 苯 乙 稀 （ 即 硬 膠 及 不 碎 膠 ， PS 原 料 供 應 商 時
所 牽 涉 的 決 策 過 程 。 這 個 研 究 計 畫 由 香 港 中 文 大 學 學 生
林 錦 生 負 責 執 行 ， 以 便 完 成 其 工 商 管 理 碩 士 學 位 MBA
的 部 分 要 求 。
是 項 調 查 對 了 解 工 業 上 的 採 購 行 為 甚 為 重 要 ， 同 時
亦 可 推 展 現 存 的 知 識 範 圍 。 收 集 的 資 料 只 作 學 術 用 途 ，
而 你 的 答 覆 是 完 全 不 記 名 的 。
請 注 意 ： 這 份 問 卷 須 由 負 責 採 購 聚 苯 乙 稀 產 品 （ 硬 膠
及 不 碎 膠 ） 的 人 員 完 成 ， 他 （ 她 ） 應 該 與 供 應 商 有 最 頻 密 的 接
觸 。 若 果 其 他 人 士 比 較 你 更 為 適 合 ， 請 將 問 卷 交 與 他 （ 她 ）
填 寫 。 多 謝 你 的 合 作 ！
此 致
于 宏 碩 博 士
市 場 與 國 際 企 業 系 講 師






The Decision-making Process Involved in
Selecting a Polystyrene Supplier
Note: This questionnaire is to be completed by the individual responsible for
the purchase of polystyrene products (GPPS and HIPS grades). S/he
should have most frequent contact with the suppliers. If someone
other than yourself better fits this description, please forward this
questionnaire to that individual.
The information obtained herein will be used for academic purposes
only, and your responses will remain totally anonymous.
This questionnaire consists of 7 pages. You can answer in English or
Chinese.
When you have finished the questionnaire, please mail it to the
researcher with the enclosed stamped envelope.
Thank you.
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The objective of this research is to better understand the decision-making
process of selecting a polystyrene materials supplier. Please use your own
personal experience as a frame of reference in answering the following
questions.
I. REVIEW OF SUPPLIERS AND THEIR PRODUCTS
1. Please rate the importance of your role during each stage of the decision
process. (circle a number from 1 to 6 next to each stage)
VeryNot
importantimportant
64 5321a) Recognize the need to select a
supplier
64 5321b) Search for alternative suppliers
64 5321c) Supplier and product evaluation
654321d) Supplier selection
2. How many suppliers of polystyrene materials come into your mind during your
selection process? (Number of suppliers)




3. How many brands of polystyrene materials come into your mind during
your selection process? (Number of brands)





4. Your Evaluation of Different Suppliers
a) Circle a letter for each
supplier that you have
considered in the past;
write in the names of
other suppliers not
listed
b) Using the scale
Poor
Excellent
1 2 3 4 5 6
Rate each supplier
circled above on each of
the following items
(please write down a
number from "1" to "6"
at the appropriate
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II. THE FINAL PRODUCT AND SUPPLIER SELECTION DECISION
1. Please rate the Also please indicate your
relative importance-of opinion of how much
each of the following difference there is among
selection criterion to suppliers in the plastic
you.(circle one number industry on each of these
from l to 6) selection criteria.(circle
one no. from l to 6)
SELECTION CRITERIA IMPORTANCE TO YOU SUPPLIERS IN THE INDUSTRY
VeryNot DifferAll about
important widelyimportant the same
4a.Offers a broad range 1 2 3 5 6 1 2 3 4 65
of polystyrene grades
4b.Ease to operate 5 6 41 2 3 1 2 3 65
the products
4 43 6 1 2 61 2 5 3 5c.Product properties
and quality
1 61 2 3 4 5 6 2 3 4 5d.Products are
locally produced
4 64 6 1 2 3 53 51 2e.Reliable in supply
4 61 3 53 4 5 6 21 2f.Consistent in
product properties
4 4 5 631 25 61 2 3g.Consistent pricing
policy
4 5 631 24 5 61 2 3h.Supplier's attitude to
customers during shortage
4 6531 24 651 2 3i.Short delivery lead time
64 531 24 62 3 51j.Sufficient local stock
4 65324 6 151 2 3k.Ease to place orders
4 653214 63 51 2l.Able to handle rush orders
64 53214 63 51 2m.Able to keep delivery
promises without
delay or error
4 653214 5 631 2n.Offers free sample
for trial
2 4 6314 652 31o.Short response time
to request/complaint
1 64 5324 6531 2p.Provides technical services
64 53214 5 631 2q.Competence of salesmen
4 6532164 5321r.Provides sufficient
product data
4 6532164 52 31s.Willing to negotiate price
4 653214 5 631 2t.Offers volume discount
4 653214 65321u.Offers cash discount
4 5 63214 65321v.Offers fixed price
for certain period 1 2 3 4 5 61 2 3 4 S 6w.Offers old priced material
when price increase is
announced




2. How important to you are the opinions of each of the following groups:-
(Please answer all that apply)
Not Very
important important
a. The owner/supervisor 3 421 5 6
3 41 2b. The engineers 5 6
c. The operators who use the 41 2 3 5 6
polystyrene materials.
d. Purchasers/owners of other 1 2 3 4 5 6
plastic factories
e. Your subordinate(s) who is/are 1 2 3 4 5 6
responsible to collect information
of products and suppliers
1 2 3 4 5 6f. The customers
1 2 3 4 5 6g. Other groups or individuals in your
company not listed above (please
specify and rate:
3. How important to you are each of the following information sources:-
VeryNot
importantimportantlID
64 5321a. Advertising in trade publications
64 5321b. Brochures or data sheets
64 5321c. Salesmen from suppliers
64 5321d. Publicity of the polystyrene suppliers
64 5321e. Trade shows
4. How important to you are the following factors:-
VeryNot
importantimportant
a. Your personal feeling of confidence 1 2 3 4 5 6
about the product
b. Your personal feeling of confidence 1 2 3 4 5 6
about the polystyrene supplier
1 2 3 4 5 6c. That the polystyrene products must be
manufactured and supplied by the same
firm
1 2 3 4 5 6d. That you maintain good relationship
with the suppliers
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5. The five categories below represent different roles within the decision-
making process. (please use 1 to 5 to rank the importance of each
role, indicate your primary role by placing a 1 next to the
appropriate category, a 2 next to your secondary role and so on. Do
not repeat the same ranking. If any of the description do not apply inany way, please write in an 0)
YOUR ROLE RANK
a. Initiator
(having surfaced the need to select a supplier and
getting the process started by searching for
information.)
b. Evaluator/Analyzer
(having evaluated the need, products, suppliers etc.,
so that others could reach a determination)
c, Recommender
(preparing recommendations based on analyses for
senior management and/or users.)
d. Approver
(approving or deciding the selection recommendations)
e. Implementer
(implementing the decision)
III. INFORMATION ABOUT YOUR COMPANY
1
What is the major kind of products your company produces?
(circle one that apply)
a. Housings of electronic products and/or electrical household
appliances (e.g. radio, cassette recorders, TV sets, computer,
hair-dryers, vacuum-cleaner, toasters, juicers, etc.)
Toysb.
C. Cassette housings (e.g. audio and video cassettes, computer
diskettes, compact disc boxes)
d. Miscellaneous
(e.g. stationery, gift items)
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2. What is the general price range your company usually charges for the





3. Who is your major polystyrene supplier?
(Name of supplier)
4. How many polystyrene suppliers has your company conducted business
with on a continuous basis (i.e. at least once a month)?
Number of suppliers)
5. Does your company have branch injection molding factories in PRC?
NoYes
6. What is the number of injection molding machines in your company?
(number of machines)Local production
(number of machines)PRC production
Other location
(number of machines)(please specify:_











IV. TO HELP US ANALYZE THE FINDINGS IN THIS RESEARCH, PLEASE TELL US:
1. How many years have you worked full-time after
graduation from school? (years)
2. How many years have you worked in the purchasing
area? (years)
3. How many years have you worked in your present
position in this company? (years)
4. What is your current position? (circle one)
a. Owner
(General management responsible for two orb. Top management
more functional areas including the
purchasing function.)
(Head of the purchasing function for allc. Upper Management
materials including plastics)
d. Middle Management (Purchaser responsible for the purchasing
of plastic materials only)
e. First Line Management (Assistant to the purchaser)
f. Senior technical or production staff with authority to purchase
plastic materials
g. Junior technical or production staff with authority to purchase
plastic materials
5. What is your current job title?
FemaleMaleSex6.
MarriedSingle_Marital status7.
Please circle one which best describes the highest level of8.


















揀 選 聚 苯 乙 稀 （ 硬 膠 及 不 碎 膠 PS 供 應 商 的 決 策 過 程
注 意 ： 問 卷 須 由 負 責 採 購 聚 苯 乙 稀 產 品 ， 並 與 供 應 商 有 最 頻
密 接 觸 的 人 員 填 寫 。
若 其 他 人 士 比 你 更 為 適 合 ， 將 將 問 卷 交 與 他 （ 她 ) 填 寫
收 集 的 資 料 只 供 學 術 用 途 ， 而 你 的 答 覆 是 完 全 不 記 名 。
本 問 卷 頁 數 共 七 張 。 你 可 以 用 英 文 或 中 文 作 答 。
完 成 問 卷 後 ， 請 使 用 附 上 的 回 郵 信 封 ， 寄 回 給 研 究 員 。
多 謝 ！
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是 項 研 究 的 目 標 是 要 加 深 了 解 廠 商 在 揀 選 聚 苯 乙 稀 （ 硬 膠 及 不 碎 膠
PS 供 應 商 時 的 決 策 過 程 ， 請 以 你 個 人 的 經 驗 為 準 ， 回 答 以 下 的 問
題 。
工 檢 討 供 應 商 及 其 產 品
1. 請 評 價 你 的 角 色 在 決 策 過 程 中 每 一 階 段 的 重 要 性 。 （ 在 每 一 階 段 旁 ， 圈 出 一 個 數 字 。 ）
段 旁 ， 圈 出 一 個 數 字 。 ）





察 覺 到 有 需 要 去 揀 選 供 應 商
物 識 可 供 選 擇 的 供 應 商
供 應 商 及 產 品 的 評 價
揀 選 供 應 商
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
2. 在 你 的 揀 選 過 程 中 ， 會 有 多 少 的 聚 苯 乙 稀 供 應 商 在 你 的 考 慮
範 圍 之 內 呢 ？ （ 個 供 應 商 ）




3. 在 你 的 揀 選 過 程 中 ， 會 有 多 少 隻 聚 苯 乙 稀 的 牌 子 在 你 的 考 慮
範 圍 之 內 呢 ？ （ 隻 牌 子 ）





4. 你 對 不 同 供 應 商 的 評 價
a) 請 圈 出 你 曾 經 考 慮 的 供 應
商 （ 各 供 應 商 的 名 字 以 英 文
字 母 代 表 ， 若 未 有 列 出 ， 請 寫
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b)
差 劣 優 良
1 2 3 4 5 6
請 依 以 上 的 尺 度 評 價 各
個 你 曾 經 考 慮 的 供 應 商
在 以 下 各 項 的 表 現 。 （ 在
右 列 的 適 當 方 格 內 填 上









相 對 的 價 格
送 貨 的 安 排
公 司 聲 譽 ， 即 是 ： 可 信 賴 性
及 一 貫 穩 定 性
服 務 ， 例 如 ： 技 術 支 援 ， 銷 售
人 員 的 能 力
產 品 的 性 能
總 體 表 現


























A B C D E F G H I J K L M N
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II. 揀 選 產 品 及 供 應 商 的 最 後 決 策
1. 請 評 價 以 下 每 一 項
揀 選 準 則 對 你 來 說
的 相 對 重 要 性 。 （ 請
從 1 至 6 中 ， 圈 出 一 個 數 字 )
同 時 ， 請 指 出 聚 苯 乙
稀 (PS) 供 應 商 在 每 一 項
揀 選 準 則 中 的 差 別 程
度 。 （ 請 從 1 至 6 中 圈
出 一 個 數 字 。 ）
揀 選 準 則















提 供 多 種 類 別 的
取 苯 乙 稀 產 品 (PS)
產 品 的 容 易 使 用 程 度
產 品 的 性 能 及 質 素
在 本 地 生 產






產 品 的 性 能 是 一 貫 穩 定
一 貫 的 價 錢 厘 定 方 針
短 缺 時 供 應 商 對 顧
客 的 態 度
短 促 的 交 貨 期






容 易 訂 貨
能 夠 處 理 緊 急 訂 單
準 時 無 誤 地 交 貨
提 供 免 費 樣 本 試 用






提 供 技 術 服 務
銷 售 人 員 的 能 力
提 供 充 足 的 產 品 資 料
願 意 商 討 價 錢





提 供 現 金 折 扣
在 特 定 時 間 內 提 供 固 定 價 格
宣 佈 漲 價 時 ， 仍 能 供 應 舊 價 料
不 要 求 任 何 擔 保 ， 例 如 銀 行 保 證
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
a. 1 2 3 4 5 6
b. 1 2 3 4 5 6
c. 1 2 3 4 5 6
d. 1 2 3 4 5 6
e. 1 2 3 4 5 6
f. 1 2 3 4 5 6
g. 1 2 3 4 5 6
h. 1 2 3 4 5 6
i. 1 2 3 4 5 6
j. 1 2 3 4 5 6
k. 1 2 3 4 5 6
l. 1 2 3 4 5 6
m. 1 2 3 4 5 6
n. 1 2 3 4 5 6
o. 1 2 3 4 5 6
p. 1 2 3 4 5 6
q. 1 2 3 4 5 6
r. 1 2 3 4 5 6
s. 1 2 3 4 5 6
t. 1 2 3 4 5 6
u. 1 2 3 4 5 6
v. 1 2 3 4 5 6
w. 1 2 3 4 5 6
x. 1 2 3 4 5 6
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2. 以 下 各 組 人 士 的 意 見 對 你 的 重 要 性 如 何 ：








東 主 或 上 司
工 程 師
使 用 聚 苯 乙 稀 P.S 產 品 的 工 人
別 家 塑 膠 廠 的 採 購 員 或 東 主
負 責 收 集 產 品 及 供 應 商 資 料 的 部 下
顧 客
貴 公 司 內 其 他 組 別 或 個 別 人 士
（ 請 詳 細 說 明 及 評 價 ：
不 重 要 非 常 重 要
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
3 以 下 的 資 料 來 源 ， 對 你 的 重 要 性 如 何





在 塑 膠 行 業 刊 物 登 的 廣 告
小 冊 子 或 資 料 單 張
供 應 商 的 銷 售 人 員
聚 苯 乙 稀 (P.S) 供 應 商 的 公 共 關 係
宣 傳
e. 展 覽 會
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
4. 以 下 因 素 對 你 的 重 要 性 如 何 ？





你 個 人 對 產 品 的 “ 信 心 ”
你 個 人 對 聚 苯 乙 稀 (P.S) 供 應 商
的 信 心
聚 苯 乙 稀 (P.S) 產 品 須 由 同 一 間
公 司 生 產 及 供 應 。
你 可 維 持 與 供 應 商 的 良 好 關 係
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
1 2 3 4 5 6
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5. 以 下 五 種 分 類 代 表 決 策 過 程 中 的 不 同 角 色 。 （ 請 使 用 1 至 5 的 數
字 來 評 價 各 個 角 色 的 重 要 性 ， 以 1 代 表 你 的 首 要 角 色 2 代
第 二 重 要 角 色 ， 馀 此 類 推 ， 但 不 重 要 覆 同 一 等 級 ； 若 有 不 適 用 著 ， 評
在 旁 寫 上






發 起 者 （ 將 揀 選 供 應 商 的 需 要 浮 現 ， 搜 集 資
料 使 這 個 揀 選 過 程 得 以 開 始 ）
評 價 者 / 分 析 者 （ 評 價 需 要 ， 產 品 供 應 商 等 ， 使
其 他 人 可 以 作 出 決 定 ）
推 薦 者 （ 基 於 分 析 ， 向 高 層 管 理 者 及 （ 或 ）
塑 料 使 用 者 作 出 推 薦 ）
批 準 者 （ 批 準 或 決 定 某 些 推 薦 ）
執 行 者 （ 執 行 已 作 出 的 決 定 ）
III 關 於 貴 公 司 的 資 料
1.





電 子 產 品 及 / 或 家 用 電 器 的 機 殼
（ 例 如 ： 收 音 機 ， 卡 式 錄 音 機
電 視 機 ， 電 腦 電 風 扇 ， 吸 塵
機 ， 多 士 爐 ， 搾 汗 機 。 ）
玩 具
卡 式 帶 盒
（ 例 如 ： 錄 音 帶 ， 錄 影 帶
電 腦 磁 碟 ， 雪 射 唱 碟 盒
雜 類
（ 例 如 ： 文 具 ， 禮 品 ）
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2. 有 公 司 向 客 戶 供 應 塑 膠 製 品 所 吸 取 的 費 用 ， 通 常 屬 於 那 一 類
價 錢 級 別 ？ （ 請 圈 出 適 當 的 一 類 。 ）
a. b. c.高 檔 中 等 下 檔
3. 誰 是 你 的 主 要 聚 苯 乙 稀 (PS) 供 應 商 ？
（ 供 應 商 的 名 字 ）
4. 貴 公 司 與 多 少 個 聚 苯 乙 稀 (PS) 供 應 商 經 常 地 交 易 （ 指 每 月 最 少 一 次 ） ?
答 ： 共 有 個 供 應 商 （ 包 括 主 要 供 應 商 ）
5. 貴 公 司 在 中 國 內 地 有 沒 有 注 塑 分 廠 ？ 有 沒 有
6. 貴 公 司 總 共 擁 有 的 注 塑 機 數 字 是 多 少 ？
本 地 生 產 ：
中 國 生 產 ：
（ 部 機 器 ）
（ 部 機 器 ）
（ 部 機 器 ）其 他 地 區 （ 請 列 明 ：
7. 在 1988 年 內 貴 公 司 每 月 平 均 使 用 聚 苯 乙 稀 （ 硬 膠 及 不 碎 膠 ） 的 數 量
是 多 少 ？
本 地 生 產 ： 每 月
中 國 生 產 ： 每 月







8. 貴 公 司 全 職 僱 員 共 有 多 少 ？
本 地 生 產 ：
中 國 生 產 ：

















為 便 於 分 析 研 究 資 料 ， 請 告 訴 我 們 ：
你 畢 業 後 已 經 全 職 工 作 了 多 少 年 ？
你 在 採 購 這 類 工 作 範 圍 內 ， 已 經 工 作 了 多 少 年 ？
在 這 間 公 司 裡 ， 你 在 現 時 的 職 位 內 做 了 多 少 年 ？
你 現 時 的 職 位 屬 於 那 一 個 類 別 ？ （ 請 圈 出 其 中 一 個 ）
公 司 東 主
高 級 管 理 人 員 （ 一 般 管 理 ， 負 責 兩 個 或 以 上 的 職 責 範 圍 ，
包 括 採 購 ）
中 上 級 管 理 人 員 （ 採 購 部 門 主 管 ， 負 責 所 有 物 料 ， 包 括 塑
膠 原 料 ）
中 層 管 理 人 員 （ 採 購 員 ， 只 負 責 採 購 塑 膠 原 料 ）
第 一 線 管 理 人 員 （ 採 購 員 的 助 理 ）
資 深 技 術 或 生 產 部 職 員 ， 有 採 購 塑 膠 原 料 的 權 力 。









你 現 時 職 位 的 名 稱 是 甚 麽 ？
性 別 ：
婚 姻 狀 況 ：





小 學 或 中 學
理 工 學 院 或 專 上 書 院
大 學 學 士
研 究 院 學 位 （ 碩 士 或 博 士 ）
男 ： 女：
未 婚 ： 已 婚 ：













問 卷 完 畢
多 謝 合 作
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APPENDIX G
STATISTICS ABOUT THE RESPONDENTS
Table G.1
YEARS OF EXPERIENCE OF ALL RESPONDENTS
No. of Total Working Experience in Years in
Years Experience Purchasing Current Position
Respondents Respondents Respondents%
0- 5 11 14.1 28 35.9 35 44.9
6- 10 14 17.9 26 33.3 22 28.2
11- 15 14 17.9 10 12.8 13 16.7
16- 20 15 19.2 9 6 7.711.5
21- 25 9 11.5 3 3.8 1 1.3
26- 30 14 17.9 2 2.6 1 1.3
30 1 1.3
78Valid cases 78 100.0 78 100.0 100.0
Table G2






MARITAL STATUS OF ALL RESPONDENTS
- - - - - - - - - - - - - - - - - - - - -






EDUCATIONAL LEVEL OF ALL RESPONDENTS-
Level No. of Respondents Percentage
Primary/secondary 44 56.4
Polytechnics/post-secondary 26 33.3




AGE GROUPS OF ALL RESPONDENTS
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